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The X-Ray No. 51 Projector 











Projector Possibilities for 
This Summer 


People are coming to spend their summer 
evenings out-of-doors. Thataccounts for the 
popularity of out-door pageants, entertain- 
ments, church services, chautauquas, amuse- 
ment parks and summer gardens. The 
number of such uses fora projector of correct 
design is unlimited. 


A practical floodlighting unit for out-door 
lighting. Usesa small lamp (the Mazda 250- 
watt floodlighting lamp), yet the amount 
of light delivered is surprising. ‘The power- 
ful X-Ray Reflector is responsible. 


Weighs only ten pounds and can be easily 
moved about. It is constructed to stand 
rough usage. 

Adjustable to throw a wide or concentrated 
beam, and has been used for many different 
purposes, from floodlighting the Woolworth 
building, to spot-lighting a display in a 
store window. 


National X-Ray Reflector Co. 
New York CHICAGO _ San Francisco 
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NEXT MONTH 


HE editor has been conducting 
this column—it’s part of his 
regular job—but he had an idea that 
the readers of THe Jopser’s Sares- 
MAN would find a lot of interest in 
what was going on in California at 
the convention of the Electrical Sup- 
ply Jobbers’ 


got this issue ready for the press he 


Association, so when he 
left it in our hands to get it in the 
In his haste to make that spe- 
cial train he 


mails. 
forgot to let us know 
what good stuff he had lined up for 
next month. 


B UT don’t worry. He went to 
California full of pep and 


loaded for bear. There 


many interesting points escape his at- 


won’t be 


tention and you will get the real dope 
in the next issue. Those lucky sales- 
managers, in addition to enjoying a 
regular vacation, will take advantage 
of their get-together opportunity to 
get some new thoughts from the other 
fellows. If they let go of any valu- 
able ones for you, you'll find them in 
the June issue. 


ND besides, we know, Rae, Un- 

derwood, Gibson, Loring, Star 
Reporter, and others will have some- 
thing to say, so why worry about next 
month? 
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‘Square D_ Insures 
Uninterrupted Production” 


“You’re absolutely right. I am endangering 
the lives of my employees and I am courting 
a destructive fire by keeping those open knife 
switches in my plant. We have already had 
one accident on an open knife switch that cost 
a human life. You’ve got me sold, completely, 
on changing my entire plant over to enclosed 
externally operated safety switches. But here’s 
what I’m up against. Some of my men work 
on a tonnage basis, others on piece work: if 
I put a device in my plant—regardless of the 
protection it affords—that interferes with 
continuous operation of the machines, my men 
will complain and quit. The open knife switch, 
dangerous as it is, can be used day after day 
without interrupting production. If this ob- 
jection did not obtain I would not have hesi- 
tated as long as I have.” 


“Listen, Mr. Superintendent, the Square D 
Company manufactures and merchandises one 


Current cannot reach that handle, nor the 
box itself—tough, rugged insulation com- 
pletely isolates all live parts. They are 
safely enclosed within steel walls. 


The switch may be locked in the open po- 
sition, too, while work is being done on 
the line; nobody can thoughtlessly turn on 
the current. This feature is saving many 
an electrician’s life. “On” and “Off” posi- 








device—the enclosed externally operated safety 
switch. Our corps of engineers and service 
men for years have studied, experimented and 
designed safety switches. The Square D Switch 
is designed with two needs in mind—to fur- 
nish maximum safety without throttling pro- 
duction. For this reason we have hesitated 
deliberately in incorporating any feature that 
might shut down a machine. That is why the 
United States Steel Corporation, the Pennsyl- 
vania Railroad, Standard Oil Company, Pull- 
man Company, Ford Motor Company, The 
B. F. Goodrich Rubber Co., U. S. Shipping 
Board, General Motors Corporation, Bethle- 
hem Steel Company, and many others use 
Square D.” 


“All right, I want you to go immediately 
through this plant and specify the correct 
Square D for every open knife switch. I am 
sold.” 


tions are clearly indicated. The Square D 
Safety Switch is made in over 300 sizes, 
types, and capacities for factories, office 
buildings and homes. 


This is the fourth of a series of twelve per- 
sonal messages to The Jobber’s Salesman 
from The Square D Company, Detroit, 
Michigan. 
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The Little Nail 


A Story Founded on the Fable That Unless You Drive a Nail All the 
Way In Somebody Will Get His Pants Torn 


By FRANK B. RAE, JR. 


the nail—how the bright little nail lay for years 

in the bottom of a bin in the hardware shop, grad- 
ually gathering dust and rust, until finally along came a 
big, lusty hammer and drove the nail into a wall where 
it lived a life of usefulness and service. 

The part of the story you probably missed, however, 
was what the man said who caught his pants on the nail 
and tore them. 

The moral of this fable, as originally written, has to 
do with the uselessness of unused nails, but the larger and 
more practical moral is that unless you drive a nail all the 
way in, somebody is going to get his pants torn. 

Frexample: <A jobber’s salesman called on my father 
the other day to sell him a mess of line material. He 
His 


, - all remember the fable of the hammer and 


was a good salesman, representing a good house. 


prices were right. He said he had the stuff in stock and 
could make overnight shipment. He was about to get the 
business. 

Before we could conclude the transaction, however, 
lunch time rolled around and we all adjourned to a near- 
by ptomaine poison factory where we fed, relaxed and 
talked in more or less personal vein. It was here that 
the salesman’s breeches were laniated by the loose nails in 
his firm’s business structure. 

“Selling for a jobbing house must be hard work,” sug 
gested my father. The Old Boy is a foolish sort of fox; 
he knows that nothing so salves the soul as a bit of sym- 
pathy. 

“Hard work? I'll tell the world and half of Texas that 
it’s hard work,” responded the J. S. 

“No co-operation from the house, eh?” 
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“Lots of co-operation, but nothing doing. I get more 
mail than Sears-Roebuck, but there ain’t anything in it 
but trouble. Kicks, complaints, grievances, wails, moans 
and lamentations—honest, there’s more grief in that office 
in one day than there was in the whole of Belgium dur- 
Why—” 


“Salesmanager a nagger, eh?” 


ing four years of war. 


“Salesmanager is a doddering imbecile. Gropes his 
way to the office about eleven o’clock in the morning, ex- 
ectorates bile into the dictagraph, ties a can of dyna- 
inite to some poor boob of a salesman for not selling elec- 
tric ranges in a town having nine-cent natural gas, and 
then spends his afternoon at a burlesque show. And that 
credit manager- 
_ ‘Credit man pretty tight, eh?” 

“Tight is right! ‘That fella wouldn't gamble a nickel 
on a royal flush. His idea of credit is to get a certified 
check with the order and then hold up shipment until the 
check is collected for fear the bank will bust on him. 
Every time I sell a length of conduit to some compara- 
tively unknown concern like Standard Oil or General 
Motors, he gets a special Dun’s report on ’em.”’ 

“IT suppose,” suggested the Old Boy, “that freights are 
pretty bad yet.” 

“They're not bad, they're worse. I've told the firm 
we ought to get stuff in by truck but they won't listen to 
me. And I’ve told ’em we ought to make nearby de- 
liveries by truck, but you can’t talk to our warehouse 
people. They know it all.” 

“Hard boiled bunch, eh?” 

“Hard boiled is a soft word 
about fits them. They haven’t had a new idea sincé Bryan 
When you tell one o’ them birds 


-ositied and sherrardized 


invented Free Silver. 
that the motor truck needs water, he stands in front of 
the ear with a pail, and waits for the machine to drink 
it. Why, I was talking—” 
“Yes, yes,” interrupted the Old Boy. 
Good afternoon. 
And as we turned away, he added 


“That's very in- 
teresting, I’m sure. I'll write your 
firm about this order.” 
for my benefit: 

“That voung man forgot the second verse of his song.” 

* * * 

[t's not a new mistake—the one this youngster made 

nor is it uncommon. Salesmen develop a fine line of 
parrot-jabber on the subject of service: they put it over 
on the prospective customer with the enthusiasm and 
seeming sincerity of a camp meeting evangelist: and then, 
when you steer the conversation areund to the personali- 
ties of the salesman’s organization, you learn that this 
wonderful something called service which he has prom- 
ised, is all to be performed by a bickering, back-bitting 
bunch of blithering idiots. 

The Boss, according to this croaker, is a fool with a 
deep bass voice; the treasurer is a cheese-paring adding 
machine; the stenographic force are outcasts of bedlam: 
members of the warehouse crew show a low cunning in 
their ability to do things wrong; the salesmanager is a 
hideous disease camouflaged in hand-me-down clothing. 

Let us, for the sake of argument, grant that all this 
is true. Let us concede that the salesman who emits 
this bleat and blather is the only individual connected 
with the organization who is not a defective. The point 


1 wish to make is that it’s poor stuff to publicize. 
And for this very simple reason; most of us cannot 


disassociate people from their acts. We cannot some- 
how believe that we will get liberal treatment from bigots: 
we have no faith in the intelligent handling of our busi- 
ness by dunderheads; it doesn’t seem reasonable to expect 
smooth, pleasant and satisfactory service from an or- 
ganization in which we hear snarling and recrimination. 

* * * 

I tried an interesting experiment on a jobber's organi- 
zation not long ago. In the course of a talk on business- 
getting, I asked the crowd to write down the five most 
important items they sold. Of course the lists varied 
endlessly, but among all the items listed, not one man had 
included— 

The House. 

Next, I asked this same group to list the most impor- 
tant essential of a sale, and the only thing they all agreed 
on was— 

Service. 

Which is pretty good evidence that I’m right when I 
say that as a class jobbers’ salesmen have adopted a line 
of parrot-jabber on this subject of service. For lookee— 

Service is an effect. 

The House is the cause behind that effect. 

Selling the idea of service is exactly like selling any 
other effect—you've got to be able to explain the cause, 
cr you're simply peddling patter. 

When you stop to vivisect this subject of service, you 
find that it is made up of (1) helpful salesmanship; (2) 
complete, dependable catalog and price information; (3) 
accurate, intelligent handling of correspondence; (4) 
snappy, careful filling of orders; (5) ample stocks of 
first class goods; (6) fair, impartial credit policy. 

There may be a more or less lace and embroidery 
worked in to give the individual firm’s service a distinc- 
tive character, but the above are the essentials. 

And please note that all these essentials are effects. 
To sell them properly, you’ve got to explain the cause 
that lies behind them. 

The cause behind helpful salesmanship is a well-edu- 
cated sales force, keen sales management, and ample 
sources of all expert special knowledge required to meet 
the needs of customers. To sell a customer on the value 
of your sales department’s service, you must hark back 
to The House, and sell your sales manager, your depart- 
ment heads, your specialists in lighting, power, advertis- 
ing. window display, etc. The man who directs these 
activities, the men who render these services. must be 
sold—every time. 

The cause behind your 2000-page catalog and the 
prompt, accurate, dependable price and data changes on 
everything electrical, is your purchasing department. Do 
you know anything about that department? Do you 
know how the warehouse stocks are kept up? Do you 
know how sources of supply are developed and. main- 
tained in times like the present? To sell a customer on 
the value of the service thus rendered, you must know 
something about it. The man who gets the goods which 
you sell, and which your customer buys, is an important 
link in the merchandising chain. He must be sold. 

The cause behind service-plus office routine is the 
spirit of the office organization. What sort of a spirit 
is there in your office?—what sort of people are they ?— 
what sort of place do they work in?—how long have they 

(Continued on page 80) 
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Pictures Are Useful in 


elling Industrial Lightin 


Helpful Suggestions That Any Salesman Can Follow 
to Good Advantage 


By W. E. UNDERWOOD 


NCE upon a time a newsboy importuned a man to 


“Buy 


a paper anyway,” urged the lad, “and look at the 


buy a paper. “Can't read,” said the man. 
pictures.” 

There’s a lot of good sense in the lad’s sales argument. 
We all like to look at pictures because that is the easiest 


way to get a mental impression. It is easier than hearing 





ar PicTUREs. 


Wer Atv Laker to Loox 


or reading, otherwise the motion-picture business would 
not be one of our leading industries and instead of stand- 
ing in line to see a Doug Fairbanks film, we'd all be 
h6me reading Emerson or Ring Lardner or other un- 
illustrated tomes. 

Good salesmen are coming more and more to the use of 
photographs whenever the picture will adequately replace 
The eye 
sees and automatically transmits an impression to the 
mind, if the individual gives the least attention, while the 


word of mouth or even actual samples of goods. 


spoken word may pass in one ear and out the other, leav- 
ing almost no impression if the hearer’s mind is focused 
on some other subject. And you may not even realize 
that he is not drinking in every word. You can tell, how- 
ever, by the way a man gives the once over to a picture 
whether his attention is on it or not. 

Pictures are particularly useful in selling better light 
to mills and factories because the idea of better light is 


1ard for the factory executive to visualize. The term 
y 





“good light” is relative—what constitutes good light for a 
foundry, for example, is utterly inadequate for the as- 
sembly room in a watch factory. There are no definite, 
familiar standards which our senses perceive like hot, 
warm, tepid, cool and cold. ‘To one person, the expres- 
sion “good light” may mean something entirely different 
from the idea conveyed to a second person by the same 
term. 

Not only does “good light” register a different impres- 
sion with every individual, but the meaning is undergoing 
a change in your mind or mine as the science of illumina- 


tion A few vears ago “good light” meant, 


progresses. 








even to the lighting expert, a bare carbon lamp on a drop 
cord. Later we began to get the hang of controlling the 
direction of light by means of reflectors and as fast as 
reflecting and diffusing equipment was improved so as to 
avoid unpleasant glare, we wanted more light, so that to 
day the lighting expert’s idea of good light has changed 
radically from his conception of ten or a dozen years ago 

It is interesting to compare the merchant with th. 
manufacturer in regard to lighting progress. Let 
store in a town put in up-to-date lighting in its windows 
and interior and in a short time near-by merchants, espe 
vially competitors, will be on the band wagon too. A 
store is always open to anybody and its windows are 


one 


for 
the 
other fellow’s windows and of roaming through the other 


display. Merchants make a practice of watching 
fellow’s store. Anything new is fair game for all. 
Factories are not run on this basis. There’s nothing on 
display and as a rule there’s no welcome sign on the door 
mat for anybody who hasn’t a sound reason for being 
there. As a rule there’s nothing “nosey” about a factory 
manager. He has his troubles and they keep him busy 
right in his own plant. As a result there may be two fac 
tories side by side—one well lighted and the other poorly) 
lighted. 


plant has never been inside the well lighted factory. 


Very likely the manager of the poorly lighted 


It is not surprising therefore that investigation shows 





—UNSUSPECTING KID WITH A 
LEAD QUARTER 


He's Lake an UnsvuspectinG Kin wrrn a Leap Quarter 


something like three out of every four plant executives 
as fairly familiar with the fact that improved lighting 
means better and bigger production and fewer accidents 
They have absorbed these comparatively new ideas and 
because the facts sound logical they are pretty generally 
believed, but in spite of this receptive attitude of indus 
trial men, only one plant in ten is actually well lighted, 
even according to the old standards which call only fer 
half or a third the volume of light since found advisable. 


Evidently there’s a fly in the ointment somewhere and you 


(Continued on page 68) 
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Don’t Judge This Important 
Article By Its Title 


He’s Out Again 


A Business-Like Discussion of Quantities and Prices 


By GEORGE LORING 


me back, I want to ask you a simple little question 

not that I wish to spoil the end of a perfect day 

for you or get your thoughts chasing each other around in 
circles, performing like whirlpools or 
doing triple flip-flops — tell me, 


P’ RDON me, but before the keeper shows up to take 


The question of basing prices upon standard package 
quantities is one to which every salesman should continue 
to give considerable thought because it has a strong 
influence upon the securing of most profitable business. 

If there were the same spread in 
prices of all electrical materials as 





please, in the beginning of all things, 
did a hen first come from an egg, or 
did the egg come from the hen? If 
the hen first came from the egg, 
where did the egg come from and if 
it was a bad egg, was the hen influ- 
enced by heredity and how about the 
hen’s environment? Which are the 
stronger influences anyway—hered- 
ity or environment? 

Let me think, I’ve slipped a cog. 
Asked you something easy; haven't 
asked the question I wanted to ask 


a-tall, a-tall. Oh here it is. 


yes, | 
What do you think of standard- 
package quantities and _ fractions | 


thereof as a basis for establishing | 


profit. 


prices? 


A Stabilizer 
HAT do you think 
of standard-pack- 
age quantities and frac- | 
tions thereof as a basis | 
for establishing prices? | 
That is the question Mr. | 
Loring discusses in this, 
the third of a series of im- | 
portant messages to job- 
bers’ salesmen. | 
man in the jobbing field | 
should read this and | 


there is between Carton Lot and 
Standard Package Quantity in so 
| far as Schedules B and H are con- 

cerned, a dealer purchasing $10,000 
| worth of material a year in maximum 
| quantities would have to pay more 
than $13,600 for this material if 
purchases were made in less than 
| maximum quantities. If this com- 
prised 75 per cent of the dealer's 
annual purchases and if these pur- 
chases were made from only one 
jobber, the additional charge of 
$3,600 because of business not being 
transacted on the maximum quantity 
basis could not be justified, as such 
action would not increase cost of 
doing business by more than $500 


Every 











This is 


mention when a few salesmen, con- 


a first-class subject to 


tractor-dealers, jobbers and manufacturers are gathered 
together. It always starts something. 

The salesmen recall many good orders they lost because 
they stuck to the schedule while some competitors, with 
lower prices, who still made a fair profit, secured the 
business by giving consideration only to the size of the 
orders in dollars and cents and to the true cost of doing 
business on same. 

The contractor-dealers remember others, once in their 
line of business, who failed because they did not buy in 
standard package quantities and could not make the 
necessary profit or because they did buy in standard 
package quantities and could not turn their stock often 
enough. 

The jobbers think of some of their money that is tied 
up with customers who are slow pay because of buying 
individual items in maximum quantities in order to secure 
the lowest prices. 

The manufacturers picture the 25 to 35 per cent spread 
which they recommend as resale prices by jobbers to 
contractor-dealers, realize how difficult it is to have prices 
always maintained under such conditions and once more 
seem to hear the complaints which so often arise regard- 
ing manufacturers’ recommended prices being cut. 


at the most. 

A stable market, logical and eco- 
nomical prices and permanent customer connections cannot 
be established until standard package quantities have 
approximately the same dollars and cents valuation and 
business is transacted on an annual volume basis. 

Until that day arrives, 75 per cent of the orders placed 
with electrical jobbers will be handled on an individual 
transaction basis and many of them will continue to call 
for the sharpening of pencils and special figuring. 

The. salesmen who handle boots and shoes, clothing and 
furniture do not possibly have to take annual volume of 
business into consideration because they call upon their 
retail trade only twice each year and when they write 
an order, it is generally well up in the thousand dollar 
Unfortunately, the electrical business has not 
reached such proportions as to take the majority of in- 
dividual orders out of the small figure division. And 
this is one, but not the only reason why annual volume 


class. 


of business must be given tremendous consideration. 
Hardware jobbers generally have only two classifica- 
tions of prices when selling to the retail trade. It will 
pay all of us to study closely the methods of those ex- 
tremely successful business men. You will generally find 
that they have a comparatively small spread between 
(Continued on page 78) 
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An Almost Silent Salesman 


Vital Selling Pointers as Related by a Master Salesman 


By INTERVIEWER 


Reporter's Note: This is the fourth in the series of inter- 
views with successful jobber salesmen and it presents observa- 
tions hot from the fire of human experience. With a directness 
of method that excites the admiration—and enoy—of your re- 
porter, this man lays bare one of the great secrets of controlling 
and influencing others. As the only invited quests to this mental 
feast the readers of Tur Jonser’s Satesman indeed are to be 
congratulated. 

HE President will see you, sir,’ said the busi- 
nesslike secretary, as she returned from the 
sanctum-sanctorum after having delivered my 

letter of introduction. ‘There will be a directors’ meet- 
ing this morning; so please be as brief as possible—I’ll 
tell you when your time is up. Go in that room please,’ 
she ended, directing me towards an imposing bit of pan- 
elled mahogany. I went in. 

“Good morning. Please be seated. I’ve read this letter 
explaining your mission. If you wish to report my views 
on selling I'll give them to you gladly. Are you ready?” 

I was—and said so. 

“T first came to a clinch with the tactics of real selling 
through observing the work of a magazine salesman. 


started up, too, like a skyrocket. I down 
faster. 


cess only on the theory of the beginner’s luck. 


came even 


But to this day I can account for that initial suc- 


“Anyway, my slump when it came defied my best efforts 
to shake off and get into my former stride again. 
sales was fast becoming a habit. The harder I worked 
and the more I talked and argued the fewer the orders I 
got. Several letters came from the house remarking 
pointedly about the almost total absence of business from 
me, and then, finally, came one written in kindly spirit 
but suggesting nevertheless that I forget my ambition to 
become a salesman and return to my old work in the office. 
That letter I remember came just before lunch and it 
bowled me over completely. I sat down in the lobby of 
the hotel too sick at heart to go into the dining room. 
But before long I had reason to forget my own troubles 
and cock a hungry ear to enjoy the ragging that a maga- 
zine salesman was receiving at the hands of his four more 


Missing 


fortunate companions, all members of a crew that was 
traveling through that section, as I learned later. 





That was many “This chap 
years ago. But who was being 
to this day I ragged was down 


have steered by 
what I learned 
then, not only in 
selling but in 
everyday life as 
well. So far as 
I am able to 
judge from my 
own experience, 
the principles I 
will explain for 
are correct 
worthy of 
observ- 
ance by all who 
sell. However, 
that will be for 
vour readers to 
decide. 

“T started out 
on the road a 
staunch believer 
in the future of 
things electrical, 
and was enthusi 


you 
and 
careful 


astic about my 
work as a sales- 
man and_ afire 








on his luck, and 
he was trying to 
excuse his slump 
by claiming that 
the 
they were offer- 


magazines 


ing did not ap- 


peal to the 
people of that 
section. But the 
others, having 
had a good 
morning, would 


not have it so. 
And what the 
house had 
about my failure 


said 


to send in busi- 
ness was” milk 
and honey com- 
pared to the 


things those fel 


lows were saying 
to this 
nate chap. The, 


unfortu- 





showed him their 
signed orders and 
asked 


how his 
fitted in 








with ambition to 
succeed and 
climb higher. I 


“Tm 


Harper I WorKep AND THE More I TAatkKep AND 
Orvers I Gor.” 


theory 


\rRGvED, THE Fewer THI (Continued on 


page 73) 
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What Lines 


o You Push? 


Every Sales Manager Has Good Reasons for Urging 
Concentration on Specialties 


By G. C. HILL 


ELL what the house wants me to sell? Of course 


I do! I'd sell 


didn’t want me to sell, do you? 


You don’t suppose what the boss 

Probably the average jobber salesman would flare up 
something like that were a similar question put to him. 
And, barring the few who sell mighty little of anything, 


But— 


Do you concentrate your greatest selling efforts on the 


the average salesman would be right in his answer. 


specialties which the House wants you to push and do 
you really succeed in selling those things in satisfactory 
quantities? 

Of 
course your employers want you to sell everything which 


That gives the matter a slightly different aspect. 


they carry but there are lines—certain very particular 
which they want pushed and pushed hard. 

Ask a number of jobber sales managers about the mat- 
ter and they may have different answers, but the con- 
“Yes, 


some of our salesmen sell just what we want them to 


lines 


census of opinion will be something like this: 


sell and in the right quantities; the best men do that. 
Others who are really not in the class with the stars 
»pparently make an effort and think they succeed. They 
include orders for our specialties every now and then and 
feel hurt if we keep prodding them to do better. Then 
there is another class who seem to take a fiendish delight 
They appear to take the attitude that 
because we urge them to push a certain article there must 
be some ulterior motive back of it all, that the House is 


in being contrary. 


” 


trying to ‘slip something over on them.’ 

So far both sides of the argument are right. I think I 
can show you wherein both sides are wrong, too. 

Let’s consider the sales manager first—or perhaps it 
will be better to be more general and include the whole 
firm. Some Houses are not, in my opinion, always right 
in that they do not give you salesmen sound reasons why 
you should push certain articles in preference to others. 
It is all very well to say, “We want the sales of Stretchem 
Tape to be double what they were last month.’ But 
If a salesman can not be trusted to know in confi- 


dence the reason why these things are to be pushed he has 


why? 
no business on the staff of that organization. I realize 
that in a general way managers let it be known that there 
is more profit in the sale of their specialties. And some 
go all the way and really take the salesmen into their 
confidence. Leave these last companies out of the discus- 
But other Houses need less “pep talk” in their 
sales bulletins and more “‘reason why” arguments. It is 
only human nature for a man to resent being continually 


sion. 


spurred to sell more do-dads when his volume of general 
sales shows a monthly increase—unless he himself real- 
izes the necessity for selling the do-dads in greater pro- 
portion. 


The point is simply this: every jobber has some pet 


lime; it may be “Stretchem Tape,” “Akron Rubber Cov- 
ered Wire,” or the “Troy Electric Washer’—it may be 
all three—but these are the things on which he makes 
real profit. It is therefore natural that he should want 
these articles pushed. He has invested his capital in the 
jobbing business to make a profit on it, but he can not 
make even enough to pay your traveling expenses if only 
the staples are sold—the lines which are turned over at a 
very small margin. 

‘All very well,” some jobber salesmen will say, “We 
agree with you and we get bulletins from the House every 
week urging us to sell more of this and that, and we do 
push their sale, and we send in some orders, and then all 
we get is more urging and more letters.’ 

It’s the truth! I used to have the same thoughts. And 
| never could see why the boss kept nagging me to sell 
more what-nots when I was sending in good orders for 
all the big stuff like code wire, conduit, B. X., ete., ete. I 
could not understand then that there was more profit for 
the House in the sale of a dozen what-nots than in a 
whole car load of conduit. My boss was one of the sort 
who does not believe in letting his salesmen know the why 
and wherefore of things. I was young then and rather 
resented the criticism of the sales manager—in fact I 
quit my job. Now, from the outside looking in, I can see 
It cost me a lot of hard knocks and hard 
work to learn why, too, but I believe I can see where 


the reason. 


seme of the blame may sometimes be fairly attached to 
the salesman. 

Generally speaking, the electrical supply jobber sells 
two classes of merchandise, staples and specialties. In 
this he is like many other merchants. The grocer, for 
example, sells flour, sugar, beans, milk and bread as his 
staples. He may, if he has any to sell, make a couple of 
cents a pound on sugar. His profit on milk, perhaps, is a 
cent or two a quart. On butter the profit is about the 
It is evident that he can not get rich selling 
In fact he can hardly cover his overhead 
expense unless he does a big volume of business. But 
here is where the specialties come to his rescue. He 
carries a line of high grade canned fruit on which he may 
make 50% profit; he may sell a special brand of deviled 
chicken for $1 which costs him 60 cents—and so on. He 
makes his real profit on his specialties. That’s why when 
you drop in for a bottle of milk he asks you if you have 
tried his new stock of Vermont maple sugar. Milk is sold 
almost like some druggists sell postage stamps; it is sold 
practically as an accommodation and to bring you into his 
store where he hopes you will be reminded of something 
else you want. Some day the milk buyer may become a 


sume, 
staples alone. 





profitable customer. 


(Continued on page 82) 
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Can Jobbers’ Salesmen Sell 


Advertising? 


Sooner or Later They Must Become Distributors of Dealer Helps 
If They Are to Maintain Their Position as 


N a recent discussion of “dealer help” 
the manager of one of America’s foremost specialty 
manufacturing companies remarked that “‘a 
of concerns have discontinued the privilege of allowing 


to send in orders for 


special dealer displays because the 
offer them to the 


salesmen 
salesmen don’t 
trade in the right way.” 

It seems to me that this state 
ment is a direct challenge to travel 
ing salesmen. “Dealer helps” are 
devised by manufacturers at con- 
siderable expense for the sole pur 
pose of developing business. They 
the 
dealers, often again at. considerable 


are accepted and utilized by 


expense, for the purpose of de- 


veloping business. Jobbers and 
jobbers’ salesmen, who act as inter 
mediaries between manutacturers 
and the trade, profit directly and in 
increasing measure as this develop- 
ment proceeds. The common-sense 
conclusion would appear to be that 
these middlemen should be the one; 
most anxious to aid. Why don’ 
they? 

Let me hasten to say, right here, 
that I not any 


blanket indictment against the en 


am presenting 


tire jobbing fraternity. Certain 
well-known wholesale distributors 
appreciate and utilize manufac- 
turers’ advertising material with 
intelligence and good effect. But 


ceptions, viewing the problem broadly. 
exist in such proportion as to constitute an efficient chan- 
nel of advertising distribution; conversely, the number of 
jobbers and jobbers’ salesmen who fail utterly to ap- 
preciate either the value of display and advertising ma- 
terial, or the correct methods of utilizing it, are a serious 
drag upon the manufacturers promotion effort. 


it has come about that many 


specialty man quoted above, have adopted the policy of 
carrying on this work independent of their jobbing con- 


nections. 


manufacturers, 


To my mind, this independent program is not only in 


Distributors of Merchandise 


By GERALD L. BASIL 


Secretary, F. W. Wakefield Brass Co. 


advertising, 
jobbing system. 
number Manufacturers 


and cordial 





Consider This 


ERE is an important 
question that every 
jobber and jobber’s sales- 
man should consider. 
The manufacturer 
must supply dealer helps. 
Kither the jobber must 
distribute this advertis- 
ing effectively and eco- 
nomically or the manu- 
facturer must do it him- 
self. If the manufac- 
turer does it for himself 
he establishes an organi- 
zation which gives him di- 
rect connection with the 
retail trade, in other 
words he is in competition 
with the jobber. Do you 
see the next step? 











these firms are ex- 


They do not 


And so 
like the 
business. 


for economic reasons. 


display material is distributed. 
distribute it, the manufacturer will. 


eficient; it is nothing less than a menace to the whole 

We may as well look facts in the face. 
who feel that they must establish direct 
relations with the retail trade in order to 


carry on effective promotion work. 
are thinking along lines of diverg- 
ent interests. Their own connec- 
tions and intercourse with the re- 
tailers takes on undue importance: 
the jobbers’ service and value is 


dwarfed. 


for neither side in this trend. 


Plainly, there is profit 


It must be realized at once that 


sound business policy demands 
some such stimulation as that of- 
fered by manufacturers. It is a 
part of the present merchandising 
system. I am not here discussing 
the merit and value of such “deal- 
er help” displays and advertising, 
because that question appears to 
have been pretty well settled: I 
am simply raising the question of 
how this material shall be distribut- 
ed, ‘or, to be more exact, I am of- 
fering the suggestion that the only 


should be ds 
tributed is through the jobber and 


way such material 
his salesmen. 

If it is agreed, as I have pointed 
that of 
danger, friction and divided inter 


out, there are elements 


est in the practice of selling the 
goods through jobbers and doing 


the sales promotion work direct with the retailer, then 
it must also be agreed that the jobber organization must 
become the channel through which the advertising and 


For if jobbers do not 


He is doing so now. 


He is sending out his display men, issuing his sales bull 

tins, maintaining advertising service bureaus to give speci- 
fic and definite help to your trade, building up good will 
among them, and rendering you impotent to control their 
He still sells his goods through you, but simply 


Let that truth sink in: the manufacturer sells through 





(Continued on page 77) 
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What Help I Expect from 


the Manufacturer 





Replies to Prize Offer—Award Announced Next Month 


ELIEVING that electrical manufacturers would welcome concrete suggestions from salesmen as to the help 

they need, we published in our February issue an article by a jobber’s salesman explaining his ideas of co- 
operation and offered to pay $25 for the best suggestion submitted by other salesmen. We present herewith replies 
thus far received to our query: “What help do you expect from the manufacturer?” These replies will be con- 
sidered by a board of judges and announcement of the award will be published in the June issue. 


number of salesmen regarding the co-operation that 

manufacturers should extend to salesmen. In order 
to stimulate interest in this very important subject THE 
JopBer’s SALESMAN offered a prize of $25 for the best 
suggestion presented. 

Naturally, the manufacturers should be most competent 
Consequently 
several prominent manufacturers have been requested to 
serve on a board of judges and their names, together 
with their decision on the suggestion entitled to the $25 
prize, will be announced in the next issue. 

While the time limit on the prize offer has expired, 
THe Jopper’s SALESMAN will welcome additional con- 
One dollar will be 


paid for every reply suitable for publication. 


B. S. Smith, 


Doubleday-Hill Electric Co., Washington, D. C. 


I N the following paragraphs we present the views of a 


to judge the value of these suggestions. 


tributions on this very live subject. 


KTER reading your article “What Help I Expect 

of the Manufacturer,’ I am prompted to state brief- 
ly what I believe is a good solution to stimulate sales and 
Education is the one thing that will bring 
The jobber’s 
salesman must convey his education to the contractor- 
dealer which enables him to move his goods and in turn 
Sell- 
ing a bill of goods is one thing; re-orders an entirely 


get re-orders. 
about this sales and re-order question. 


permits the jobber’s salesman to get his re-orders. 


different proposition, so if the jobber’s salesman is prop- 
erly educated he can show the contractor-dealer how to 
move his goods and profit thereby. 

From personal experience I have stimulated my sales 
by educating the contractor-dealer, taking him or his men 
out and showing them how to sell the goods I sold them 
—in this way I make good staunch friends and secure a 
greater volume of business, but it’s all in showing them 
how. The manufacturer should co-operate fully at all 
times and in every way possible to help educate the job- 
ber’s salesman. This works out nicely for the manufac- 
turer as he gets a greater re-order from the jobber. 
Jobber’s salesmen should go through the factories of the 
The 


knowledge of merchandising, so it is up to the jobber’s 


manufacturers. average contractor-dealer has no 


salesman to educate him so he can educate the consumer— 
then we all enjoy good business. 
At present I am carrving on same educational work 





with the contractor-dealer and am securing some nice 
business. The manufacturers must educate the jobber’s 
salesman; the jobber’s salesman must educate the con- 
tractor-dealer; the contractor-dealer must educate the 
consumer—then for the big re-orders. Let’s go to it and 
educate. 


T. H. Rhodes, 


Western Electric Co., Houston, Tex. 


ERE is the help I want from the manufacturer: 

(1) Send a capable representative, thoroughly 
familiar with his line, into my territory, to increase my 
knowledge of his product. This will enable me to do a 
better selling job on the line, because I can best sell that 
which I am most familiar with and believe in. 

(The above, I think, is the most important thing the 
manufacturer can do to help the salesman.) 

(2) Advertise nationally. To familiarize the dealer 
and buying public with the product and pave the way for 
my selling effort. 

(8) Send copies of circular letters, being sent out to 
the trade, to me that I may prepare myself to answer 
inquiries coming as a result of the interest created by the 
letter. 

(4) Refer inquiries from dealers or public to the near- 
est jobber to be handed to the salesman, enabling him to 
take care of the inquiry and make the sale. 

(5) Provide me with satisfactory appearing literature 
containing attractive pictures and description of the prod- 
uct, that I may properly present it to my customer, and 
if possible, send samples to be shown to buyers. It is 
easier to get attention and interest with something tan- 
gible for him to see and examine. 

Of the above suggestions, I believe, from my experi- 
ence, that the first is the most important, and the fifth the 
second in importance. I am sure some good would be 
derived from all of them. 


Foster H. Bell, 


Connection Withheld 


M connected with one of the largest electrical job- 
bing houses in the East and we want the following: 
Above all a square deal and protection—and then some 
co-operation, educate our salesmen on their lines, bringing 
out all their selling points as compared with parallel lines 
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on the market. Show us some preference over the hard- 
ware house—all things square—give us territory and last 
but not least—goods. 


M. A. Oberlander, 


Western Electric Co., New York, N. Y. 


EFERRING to your subject “What Help Should a 

Salesman Get From the Manufacturer?”’, I would 
say that the first work on the part of the manufacturer 
should be that of making his own men thoroughly familiar 
with his line. In other words, his representative must 
first be thoroughly “sold” on his product and likewise 
should be enthusiastic on the line. He then will not have 
very great difficulty in selling the line to the jobber’s 
salesman. 

The jobber’s salesman should be furnished with the 
necessary samples as well as complete data to fully post 
him on the article or device. He should also be informed 
of the possibilities of the line, the gross profits and the 
manner in which the article is packed and direct his ef- 
forts to the sale of standard packages. 

The manufacturer's representative should accompany 
the jobber’s salesman to several of his customers, until he 
feels confident that the jobber’s salesman fully under- 
stands how to sell the line, also making him thoroughly 
familiar with any advertising campaigns being carried on 
by the manufacturer. 


A. M. Boever, 


Woodill & Hulse Electric Co., Inc., Los Angeles 


N page nine of the March issue, you ask—‘‘What 
Help Do You Want From the Manufacturer?” 

Now that is the most common sense question a manu- 
facturer ever asked to further the sale of his product. 

Briefly—give us your actual experience with the appli- 
ance (or line) under all working conditions. Don’t fear 
to tell us the weak points—no salesman will dwell upon 
them. He will, however, be prepared to meet the prob- 
lems presented by the dealer; he will be fortified to talk 
practically and intelligently when the dealer discovers 
these bugs. 

You may believe you build appliances and household 
specialties which are fool-proof, but get out into the field 
—see them under all conditions; up in the zero weather 
of Minnesota and then on the desert at Needles, Califor- 
That’s the test. 

We know what you are up against on the labor ques- 
tion—how hard it is to get material, and how profiteers 
are offering premiums to get that first shipment of steel. 
That’s the spirit of the age—we read all about that in the 
newspapers. 

What we want to know— is how this year’s line stacks 
up with last year’s. 
the reasons why—before it is nationally advertised. 

Tell us when you substitute to the point that your goods 
are not up to standard—don’t let us dwell on points 
printed in your circulars twelve months ago—your litera- 
If you ceased to 


nia. 


What changes you have made—and 


ture should change with your product. 
use “Armco Iron’’—tell us why and that the substitute is 
as good or better. 

Be human—don’t let the red tape of your organization 
so envelop you that a suggestion from the jobber is passed 
from mail clerk to a correspondent, who replies in that 





hackneyed form—‘‘We will give it the censideratien it 
deserves,” and a month later, some head of a department 
sees it and attempts to put in glowing words the whys 
and wherefores. He has neither the vision of the inventor 
nor the practical experience of the fellow in the field who 
sees with two eyes what it actually does—regardless of 
the manufacturer’s contention that the product is O. K. 
and up to standard. 

I say—be human! Make our problems your problems 
—tell us in simple words all you know about your prod- 
uct—why you changed it. Maybe we can give you some 
suggestions, which, if taken to the “powers to be’ and 
duly considered, will mean wider distribution—more dol- 
lars and greater success for your line. 

Be open to suggestions—some we admit will have to be 
consigned to the waste basket—some may be impractical, 
but one may be the dynamo which will send you miles 
ahead of your competitors. 

If you manufacturers will stop long enough to place 
yourselves in the jobber’s position, and likewise in the 
dealer’s store—and then even become a consumer, maybe 
we fellows on the firing line would have the strength of 
Samson—inspiration of Edison and enthusiasm enough 
to sell the hundred million people. 


G. P. Hamilton, 


Sibley Pitman Electric Corp., New York 


HAT the jobber’s salesman would like the manu- 
facturer to do, according to the views of the 
writer, is best told by assuming that we are the manufac- 
turer, who after manufacturing a fair amount of their 
product and advertising it nationally, sends the following 
letter: 
“Mr. Sales Manager. 
“Wholesale Jobber, 
“Dear Sir: 

“Your firm’s policy of ‘Wholesale Only’ and its success 
as shown by the growth of your organization prompts 
us to direct your attention to the merits of our NO- 
LABOR Washer, which we are sure you have given some 
thought to, due to our clean cut and extensive advertising 
in the trade and national periodicals. 

“Our New York representative, J. J. Smith has been 
instructed to call on you to explain our policy and arrange 
for a practical demonstration of our washer for you 
and your sales force, if your approval is granted. 

“Yours for best methods for selling better electrical 


merchandise. 
“NOLABOR WASHER CO., INC. 
“By: F. F. Brown, 
“Sales Manager.’ 
Mr. J. J. Smith, representative, is received by jobber’s 


sales manager; his conversation is as follows: 

“My firm will advertise our product at list prices dur- 
ing the national campaign and include the names and 
Should 


any inquiry from a prospective consumer be sent to us 


addresses of our distributors for each district. 


direct, we will write an answer, enclosing pamphlet 


matter, the name and address of our nearest distributor 
to the source of the inquiry and quote list price, then 
send 


a copy of this correspondence and the original 


inquiry to that distributor. 
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“We have a number of washers right here in New 
York ready to send to you within 24 hours, and are 
prepared to start shipment from our factory for as many 
additional machines as vou may order now, to reach you 
before this present stock is exhausted. 

“We 
office, with 500 pamphlets without imprint, to enable 


will also provide you, from our New York 
vou to start your campaign to the dealer immediately, 
and I will send a telegram to our advertising department 
for 5000 more with your imprint. 

“We also have two hundred window displays and 
20,000 descriptive pamphlets without imprint right here 
in New York and will send one of the former and 200 
of the latter to each of your dealers who orders one or 
more of our washers. The dealer can stamp his name 
on the pamphlet and we will immediately order a reason- 
able additional amount of pamphlets with his imprint, 
but without list price, because the present fluctuating 
inarket may cause us to change the list price, and a pros- 
pective purchaser is suspicious of the dealer who has the 
printed list prices crossed out and an advanced price 
written in by hand. 

“Our discount to you allows you to give the dealer 
a discount ranging from 25 and 5 per cent on an order 
of one machine to 25, 10 and 10 per cent on an order 
of 20 machines in one shipment. 

“I am representing my firm in this eastern district and 
will continue to do so after all distributors are appointed 
so that my services are at your disposal within two days 
after notification from you that there is any trouble with 
one of our machines, and if I find it to be defective due 
to any fault in its construction, | will return it to our 
factory and have them ship a new one to you immediately. 

“If you will grant me the time, I will demonstrate our 
NOLABOR Washer to your sales force on Saturday, a! 
(0:30 A, M. as the machine will be delivered here on 
I‘riday afternoon.” 

This plan being agreeable to the sales manager, the 
sales meeting takes place at 10:30 A. M. sharp. Mr. 
J. J. Smith explains his firm’s policy to the salesmen as 
he did to the sales manager, and then gives a thorough 
demonstration of the NOLABOR washer. The meeting 
closes at about 11:45 A. M. time for lunch and the job- 
her's salesman will gladly play the host. 


Duke Smith 
Manhattan Electrical Supply Co. 
HERE 


to help the jobber’s salesman. 


are three major ways for the manufacturer 
First, by main- 
taining a standard in concerning 


itself—quality, price, SERVICE. 


everything 


high 
the line Second, by 
furnishing every bit of available information which will 
aid the jobber’s salesman in his work. Not mere printed 
praise, but the actual story of what the articles will do, 
the time and worry they will save, ete. Each and ‘every 
logical talking-point furnished the salesman by the man- 
ufacturer is an efficient weapon in the battle for business 
in which they are arrayed side by side. Third, by ener- 
getic, intelligent effort on the part of the manufacturer's 
salesman to boost the sales and prestige of the jobber. 
Right here let me say, the man representing the manu- 
facturer can make or break the line, not only for his 


own boss, but for the jobber as well. When he goes into 


the jobber’s territory, he is representing him just as 
though he were on his payroll. On the knowledge, de- 
portment, and competence of the manufacturer's sales- 
man, depends the entire future of that line in the locality. 

The manufacturer’s salesman must drive home the 
points brought out in the advertising. The jobber’s man 
can not remember them all, but by constant co-operation 
he can be trained to make a better showing with each 
prospect. Whenever a man from one of our manufacturers 


- bumps into me I have a list of queries, complaints, plans, 


and suggestions to take up with him. When we. have 
finished I am newly enlightened and fortified against the 
future. He must be ever on the alert, poking into this 
corner or that, seeking a possible sale or a new angle of 
use for something in his line. 

There are examples without number to show how valu- 
able the manufacturer’s salesman can be to his Buddy 
who has to struggle with hundreds of different articles, 
some of them little used yet always in large quantities 
when they are needed. Some time ago I was vainly striv- 
ing to invent a device for a man who was making up 
floor lamps. A manufacturer's man happened to pass 
through the store. He stopped like a shot at some 
familiar word, and diplomatically inserted himself into 
the fray. In five minutes I had an order for fifty sockets 
which were not yet listed in any catalog, and this order 
was followed by one for an additional hundred. An- 
other salesman heard a slighting remark from a pros- 
pective buyer of sockets, the remark being directed at 
the socket this salesman was distributing through us. 
Quick as a flash, this salesman snatched one of his 
sockets from the shelf, ripped it apart and went to the 
mat with Mr. Skeptic. Result, another doubter convinced 
and sold in a few minutes’ time by the accidental presence 
of expert knowledge and the enthusiasm born of it. 

“You give me a bite of your apple and I’ll show you 
my sore toe.” Fifty-fifty between the man who makes 
the stuff and his nearest and best customer, the jobber. 
We believe in his line or we wouldn’t handle it. We give 
if prominence, we push it forward all the time—never 
backward. In return we expect him to create a demand 
and to supply that demand. We expect him to educate 
us in his line. We expect him to play fair in the dis- 
tribution of orders among the jobbers, so that we will 
not stagnate. If his line goes dead, we suffer, he has 
already gotten rid of the material. So, after all, it is 
simply teamwork, teamwork, and more teamwork, with 
the manufacturer as the lead-off man and the jobber in 
the clean-up position. 

Roger Dolan says he can remember when grocers used 
potatoes to stop up the spouts of coal oil cans. : : 


Do not let a displeased customer leave your store, because 
on his goodwill depends your future sales to him and to 
his friends. : - : ¢ : : : : ; 
Why is it that we can never borrow any money from the 
fellow who lives at the rate of twenty-five hundred and 


says he is getting five thousand? — : : : : : 
ifliciency is nothing but a combination of cleanliness, 


orderliness, good health, and plain, old-fashioned hard 


work. 
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Pictorial Review of Electrical Developments 





And this fair maiden is not being electrocuted, but being 
given a “permanent wave.” 





No, this young lady is not tickling her own feet; 
she is giving her arches a violet ray treatment. 


Life test racks used by U. S. Bureau of Standards 
determine lasting qualities of incandescent lamps. 








When motive power failed in this plant, the re- Recording instrument used by U. S. Bureau of Standards 
sourceful owner of this automobile ran a 220-volt in testing tensile strength of steel. 


generator as here pictured. 


Photos © Underwood & Underwood. 
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Signor and Lady Marconi ready to sail about in an 
endeavor to fathom mysterious messages believed to 
be eminating from Mars. 
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Transmission line of Alabama Power Co., carrying Future contractor-dealer customers. Grammar 
110,000 volts. school boys studying house wiring at Charlestown, 

Mass. 
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Electricity “hangs one” on steam. Tug of war held between new 


General Electric electric locomotive and huge 
Mallet freight locomotive in which electricity (as usual) wins. 


© Underwood & Underwood. 















THE JOBBER’S fA] SALESMAN 











Pictorial Review of Electrical Developments 















Theodore N. Vail, world-famous pioneer in the tele- Smokestack of Illinois Electric Porcelain Co., Ma- 
phone and telegraph industries who passed away Friday, comb, Ill, struck by lightning which moved a block 
April 16, 1920. at top of chimney, weighing one and one-half tons, 


three-quarters of an inch. 





View of the illuminated power house of the Keokuk Dam, Keokuk, Ia., during the celebration of the opening 
of the greatest power dam in the world, energizing the largest turbines in the world in the largest power house 
in the world, with the largest electrical installation in the world. 





Photos @ Underwood & Underwood. 
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“We're here because we're here,” sang these bright Farm lighting booth of Varney Electrical Supply Co., 
and shining lights who represent the sales force of Indianapolis and Evansville, Ind., at the recent Oakland 
the United States Electrical Supply Co., Peoria, Il. City electrical Show, Oakland City, Ind. 


View of Bloomington, TIL, electrical show held by central Illinois dealers, February 11-14. Note unique Japanese 
setting 


“We're the guys who put the ‘pep’ in pepper.” There are some live wires in this bunch which hangs out at 
the Central Telephone & Electric Co., St. Louis, Mo. F. D. Phillips, president, (fourth from left) said so at 
their recent sales conference. 


Photos © Underwood & Underwood. 
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Thought Stimulators . . 5» avin cwson 



























HE big problem before all big business is to edu- 

cate the public to understand that large earnings 

are not in the size of the individual profits on each 
sale, but rather in the number of profits on many sales. 

That it is not, for instance, the amount of the profit 
per pound of meat the packers sell, but rather the aggre- 
gate of the fractional profit on the number of pounds. 

It is what the average merchant calls “‘turn-over.”’ 

It is a gigantic task to get the public to understand 
this, particularly when it is considered that even the av- 
erage merchant does not understand this principle. 

But an unprejudiced understanding can, and must be, 
accomplished. It will require time, 
primer-like illustration. 

Here is one illustration: 

The most profitable item in a 5 and 10-cent store is the 
one on which there is the smallest percentage of profit. 

This is candy. 


They only make 4 per cent net, but they sell—turn- 


persistency and 


over—their stock complete every week, 52 times a vear. 

Now 52 times + per cent is 208 per cent on the in- 
vestment; yet the customers of these establishments pur- 
chase their candy with a profit of 4 cents on the dollar 
to the dealer, 2 cents on 50 cents, or less than one-half 
cent on 10 cents. 

It is all in the number of profits 
the individual profit. 


not in the size of 


* %* * 


Another illustration: 

Some years ago, the late Cora Dow, Cincinnati, owner 
of a group of cut-rate drug stores, was sued by her re- 
tail competitors. (or a group of manufacturers) for sell- 
ing certain items below a fixed price. 

She testified at the trial that there was more money in 
selling Hood’s Sarsaparilla at 75 cents than at a dollar 
a bottle. 

The judge, jury, the lawyer$—no one in the court room 
knew what she meant. 

On further direct examination she explained that 
Hood’s Sarsaparilla cost her 50 cents a bottle wholesale. 

That in one of her stores she sold 20 bottles to five 
bottles sold by her competitors. 

That they made only $2.50 on five bottles in approxi- 
mately the same length of time that she made $5.00 on 
20 bottles—twice as much as her competitors’ profit, and 
all the while the public was obtaining its supply 25 
cheaper per bottle. 


cents 


* * * 


An understanding by the public of this principle of 
turn-over is the large question before big business and 
all business today. 


O far as it pertains to failure, we think the original 
sin is sensitiveness, 

Sensitiveness restricts action. 

Sensitiveness causes us to evade conditions rather 
than meet them. Sensitiveness is very often the weak- 
ness in meeting resistance. 

Any of us may have both knowledge and ability, but 


we are failures just in proportion to sensitiveness restrict 
ing our actions in the use of that knowledge and ability. 

A man, for instance, may be ever so good a salesman. 
in the sense of having a knowledge of his goods and the 
power of expression, yet if he is too sensitive to get out, 
turn a lot of door knobs of prospective customers: if he 
is too sensitive to meet the occasional rebuff, why. he is 
a failure as a salesman. 


An inventor may create ever so useful an invention, 
yet if he is too sensitive to exact his rights in selling his 
device, he is a failure, in the sense that he does not ré 
ceive its worth. 

One man may have capabilities in a business over those 
ct his associates, yet if he is too sensitive to assert his 
rights, he is a failure, in the sense that he is contribut- 


ing, but not getting, his full share. 


Sensitiveness is, we think, the reason why so many 
men are pretty near successes and pretty near failures 
just on the border line between the two. 

This border line is energy and ability coupled with a 
nature too sensitive to demand and enjoy the fruits of 
labor. 

The difference between success and failure in men of 
energy and ability is sensitiveness. 

Sensitiveness in man is that element 
to succumb to fear. 

And fear is about the root of all evil. 

To overcome fear is to overcome sensitiveness. 

Sensitiveness may be a matter of ill health, but it i, 
more often the result of a too shielded life in childhood 
and youth, 


that causes him 


We overcome sensitiveness by overcoming fear. 

We overcome fear by meeting the thing feared. 

When we meet the thing we find that there is really 
nothing to fear. 

Fear and sensitiveness to fear, are like troubles 
of them never happen. 


most 


It isn’t so much what happens as what hangs over us. 
and which is the nothingness of fear. 

Overcoming fear and sensitiveness is in the exe 
that comes from meeting conditions to a moral contidenc: 

-a strength of the spirit. 

The weakness of fear and sensitiveness can be 
come by exercise just as strength can be added to th. 
body by setting up obstacles to be overcome 
unused, weak muscles until they become strong. 

Any element that will overcome fear by establishing 
moral confidence is a power for good, whether it be a 
new religion or a new thought cult; for it is but the 
means to enforce action in freedom from fear to enablk 
men to stand alone and partake of prosperity, the natural 
heritage of all. 


OvVer- 


the use of 


HERE are sermons in show windows. 
The other day, in Pittsburgh, we saw a picture 
of H. C. Friek in a glass case at the side of a stairway 
leading up into a phrenologist’s studio. 
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His various “bumps,” or phrenological organs as they 
are correctly called, were indicated by arrow points with 
lines extending out to the margin of the picture where 
their significance was given. 

One very large arrow point, in red and on the center 
of the forehead, stated that Mr. Frick worked best under 
pressure and in the face of opposition. 

Any element that stimulates the will is a goad to action. 

All accomplishment is the result of action, up and 
doing, and not in just thinking. 

Thought is only the guide, the governor of action. 

Executives of Mr. Frick’s type are largely the watch- 
men of opportunity and opposition. 

When things with him, or any of us, are running 
smoothly and at low presure, there is nothing to do. 

* * * 

Yes, there are sermons in show windows. 

Any of us can find about as many interesting and beau- 
tiful things to see and contemplate in show windows along 
the downtown streets of the cities as by ambling through 
the museums of Europe. 

There may not be the historic interest, but there is 
more real, practical, immediate value. 

For instance, a little way from where this phrenologis' 
had his exhibit, a typewriter concern had two show win- 
dows. 

In one was the first typewriter put upon the market 
by this company—about 1880. 

In the other window the latest model—one with tabu- 
lating billing attachments. 

This last, 1917, machine, according to a card attached, 
would perform ten more separate operations than the first 
model, made in 1880. 

The first model sold for $100. 

The last model sells for $100. 

* * * 

Now, all of us are after something for nothing. 

We get it—but not where we look for it. 

We get something for nothing where we are not looking 
tor it. 

The price of this 1880 machine is the same as the 1917. 

The latter is much cheaper with its ten additional op- 
erations, and particularly when we consider the purchas- 
ing power of a dollar being much more then, in 1880, 
than now. 

What we get for nothing in buying this 1917 model is 
the years of experience, the experiments of this type- 
writer manufacturer in the development of the ten opera- 
tions that the first machine would not perform and which 
no doubt cost millions to develop. 

The first machine was an economy over no machine at 
all. 

The last is as much an economy over the first as the 
first was over no machine at all. 

The only reason that this manufacturer is able to give 
us all these improvements, at the same price as his first 
machine, is that he sells more machines today than he 
did in 1880. 

One thousand machines are sold today to one in 1880. 

This is why the manufacturer went to this expense in 
developing this machine and kept the price down—so he 
could sell more of them—to render the machine more at- 
tractive to possible purchasers. 


He probably does not make so large a profit per ma- 


chine today as in 1880, but he makes more profit at the 
end of the year by reason of a large aggregate of profits. 

The user is not paying a cent for these improvements, 
and in this service he is getting something’ for. nothing. 

And we think this element of service, something for 
nothing, will apply to all machinery—the automobile, the 
printing press, the sewing machine, and even to most fin- 
ished materials and supplies. 


lYoers are searce: : : : : - 
As we give more we get more. 

Business is the noblest calling. ; : 
Some of us fit in—and others butt in. — : : : : 
Hunger is the best seasoning for food. : ‘ : ; 
‘ool friends are worse than wise enemies. : : : 
Good advertising is nothing but good education. ; 


A business organization is of men—not of titles. 


Engraved stationery frequently covers a multitude of 
sins, : : : : ; : : : : 
Few men work as hard as they lead their wives to be- 


lieve. : : : : : : : : : : 


Clothes may not make the man, but they usually indicate 
a suffragette. ; : ; ; : : : : 


Honest goods and service are more profitable, for it costs 
less to sell them. : : : : : 


A lot of people don’t care anything about money—after 
they get a lot of it. : ; : : ; ; 


The man who can’t co-operate usually has a hard time 
finding a place in the sun of the business world. —: : 


Where is the old star boarder who used to stack the dishes 
after he was through eating? : : : : 


The reason executive ability is searce in the ranks is that 
it doesn’t stay there long. — : : : : ; : 
homes—or 


Club houses are for those who do not have 


those who are not allowed to smoke at home. : : : 


Anyhow, the restaurant stalls measurably overcome the 
noise of open-muffler soup-eating. : : : : : 


Exchange a dollar with a fellow and you each have a dol- 
lar; exchange an idea and you each have two ideas. 


What's become of the old-time kid that didn’t kick ‘cause 
the pictures in the book weren't movin’? 


Speaking of scientific salesmen, did you ever hear one of 
‘em give the reasons why a boot black should have a $600 
cash register? : : : : : : : : 


. - 
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MEN YOU SHOULD KNOW 


W. R. Herstein, 


HIS is not a story of fiction nor a-fable, though 

there may be a moral to it, but just a true story of 

a young fellow, named William R. Herstein, who 
rose from the position of office 
boy to that of vice-president of 
one of the largest and most re- 
spected electrical supply job- 
bing houses the Middle 
West—the Electric Supply 
Co., Memphis, Tenn. 


in 


Our narrative centers about 
Tennessee and does not leave 
that state from its beginning 
It is evident that 
Bill thought there must be a 
great future for a young man 


to its end. 


in a city lying on the great 


“father of waters’ for each 
successive move he made 
brought him closer to that 
turbulent waterway, the Mis- 
sissippi_ river. He guessed 


rightly because that city has 
become a great commercial cen- 
be- 


tween the busy cities of New 


ter, excellently situated 
Orleans and St. Louis. 
Mr. 


Herstein says, more years ago 


Born in Chattanooga, 


; Ww. R 
than: he cares to admit, he soon 
migrated with his family to Nashville where he spent 


his boyhood days. 

His first job was with the Capital Electric Co. of 
Nashville, where he held the position of office boy, meter 
reader, bill collector and helper for the bookkeeper who 
was also manager for the company. He was the only 
meter reader the company had and fortunately for him, 
there were only 50 customers on meter, the balance being 
on flat rate. 

At that time the city was li 


were very uncertain in their performance. 


ghted by are lamps which 
The police 
were charged with the duty of making note of all the 
lamps that went out on their beats, and it was Bill's job 
te go to the police station every morning and find out 
how many lights went out and for how long a time. 
These periods were then deducted from the city’s light 
bill. (This may have no connection with the story but 
it reminds us of the man who used to ride around the 
streets every night on a bicycle, with ladder and lighter, 
and light each one of the gas lamps; then come around 
and turn them out again in the morning.) 

“You can see therefore,” says Mr. Herstein, “that in 
my early life I had an intimate acquaintance with the 
police station, which however, I am glad to say, has not 
been so extensive in later years.” He evidently was not 
possessed of an inherent horror of getting near this place 








Vice-President Electric 
Supply Co., Memphis 


of stone and bars as are many in their youth. 


“Central stations,” he whispers, “in those days were 
pretty much as they are now, in one respect, and our 
into the 
So I lost 
the first job I ever had in my 
life. 

“Possibly my criminal rec- 
ord, while with the light com 


company soon went 


hands of a receiver. 


pany, influenced me in securing 
my next position as_ sten 
ographer in a law office, where 
I stayed for several years, and 
in due time received a license 
to practice law, though it never 
was my intention to practice, 
as I have always felt that, for 
the amount of energy and in 
telligence a lawyer puts into 
his profession, he gets less out 
of it than 


any other class of 

individual I have ever seen. 
“Later on I secured a job 
(there were no positions in 


those days) in the superintend 
ofice of the Western 
Union Telegraph Company in 
Nashville, 


for several years 


ent’s 


where I remained 


more until I 


HERsSTEIN 


became convinced that a clerk- 
ship in the office of a large corporation was a good way 
te ruin the career of an ambitious young fellow; where- 
upon I burned my bridges behind me, gave up my job 
with the Western Union and came to Memphis to be 
bookkeeper for the Electric Supply Co. 


“This was my first real introduction to the electrical 
business, and it did not take long to convince me that 
here was a field with a great future. 

“The at but I 


was convinced of its ultimate capabilities, and so set to 


company, that time, was very small, 
work to establish a record with the General Electric Co. 
and with my banker, as being a safe man to do business 
with. With the aid of these two interests, one giving 
the company assistance in the shape of liberal credit, 
and the other lending me the money with which to buy 
the stock of the stockholders, I succeeded in the course 
of several years in building up a nice little business, 
paying off all obligations to everybody, and becoming 
my own boss, with the exception that I still take orders 
fiom a lady whose name, before I took her into the 
family partnership, was Miss Irene Cartwright Brown 
of Newson Station, Tenn. She assumed management of 


me jn 1902, but whether she is proud of her work or 


(Continued on page 84) 
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Practical Psychology for Busy Men—I 


By THOMAS FULLWOOD 


The Most Important Eight Hours of the Twenty-four 


SK the first man you meet what hours of his day 
A he regards as of the greatest importance and the 
chances are he will declare that the period devoted 
to his work is supreme. He'll be correct, too, in one 


sense at least. Because it’s by 


more fully today. Also, it is during the hours of rest 
and sleep that the mind works most effectively in aceom- 
plishing those ends. That something does occur at that 
time which dominates our feelings and activities until the 

next period of sleep must be appar- 





the effort made during those hours 
that he 
to make life worth living. 


secures the wherewithal 


Nevertheless, those are not 
the most important hours, not by 


at least sixteen others they are series 





not. Beeause the man who would 


contrive to live his allotted span | talks on 
which is a lot more than three 


score and ten years, by the way 


must rest and also play. That 
doctrine is not new. King AIl- 
fred the Great laid down that | 


rule, and others before him: are 





on record as having done so. 


Health 
HIS is the first of a 
of 12. five- 
minute, common-sense 
Health—your 
_ most valuable asset. You 
| are oyerlooking a real bet 

. } ° 
if yott pass up this dope.’ 
Watch for this depart- 
| ment each month. 


— ent to any man who will examine 
into his own experiences. 

Have you never gone to bed, Mr. 
Jobber’s feeling com- 
pletely puzzled over the answer to 
some problem or other, or unde- 
cided as to the best course to take 
in a certain emergency? Of course 
And isn’t this true, too? 
You've arisen in the morning to 


Salesman, 


you have. 


have the correct answer handed up 
to your conscious recognition on a 
silver platter, to put it that way, 
and without having to make even as 
much conscious use of your mental 








King Alfred divided the day as 
follows: Eight hours for vocation (work); eight hours 
for recuperation (rest); eight hours for avocation (play). 

“That's all right for women and weaklings,” chips in 
Mr. Different-than-other-men. You've no doubt met the 
man who could stand anything, who had, as he put it, 
“an iron constitution.” But if you haven’t you can run 
across him easily—go to the nearest sanitarium. 

Now the hours devoted to play will come in for con- 
sideration at another time. But at this writing suppose 
we endeavor to discover why it is that where we go when 
we go to sleep, to say it so, has more to do than is gen- 
erally suspected with how far we go successwards when 
we go to work. One-third of our lives is spent in oblivion 

sleep. Some there are who arise feeling as fresh as a 
daisy, while others awake with a cry of thankfulness for 
so escaping from the awful nightmare that tortured them. 
Too, there are many who open their eyes on the new day 
only to find the worries and anxieties of the day before 
all crouched and ready to spring upon them ere yet they 
have set foot upon the floor. So more and more it is 
being recognized that during the hours devoted to sleep 
and recuperation things oceur away down in the sub- 
conscious part of our being that exert a controlling influ- 
ence over all the activities of our waking hours. 

That discovery would hold little of cheer were it not 
for one other bit of knowledge which supplies the key 
to that situation, so to speak. By yoing the right way 
about it we can control the ends and purposes of all those 
subconscious activities and bend them to our needs. Any 
man can do that who will take the trouble to understand 
the method and use it. 

In the Faerie Queen, written by Edmund Spenser, 
“It is the 
mynd that maketh good or ill, that maketh wretch. or 
The mind does do those things, too, as we know 


about the year 1588, this statement occurs: 


happie.”’ 


powers as would be required in 
adding one and one. Perhaps the answer popped into 
your mind the moment you awoke, or maybe it was while 
you were shaving or even later in the day—at breakfast 
or while reading your mail. Certainly you have had that 
experience. Also, haven't you gone to bed feeling wor- 
ried, mad or depressed about something or other; and 
isn’t it true that when that occurred you awoke in the 
morning feeling listless and unrested, with your nerves 
more or less on edge, and perhaps too with a decidedly 
brackish taste in your mouth? On the other hand, you've 
been up late to a party or some other innocently enjoyable 
affair and turned into bed about daylight feeling happy 
and at peace with the world, and arisen two or three hours 
later feeling fit as a fiddle and ready for any emergency 
that the day might bring forth—haven’t you? 

Those experiences should be enough to convince you 
that the thoughts and emotions that are uppermost when 
vou go to sleep, as well as your attitude towards what is 
to occur during sleep have a dominating influence over 
your health, feelings and abilities of the following day. 

Had you the time to make a thoroughgoing study of all 
that bears upon this subject you could, and would, arrive 
at a belief in these things through processes of thought 
and reason alone. But for your purpose it is not essen- 
tial that you know how and why these things work as they 
assuredly do work, it is necessary only that you be told 
how to control those activities and that proof of your 
effective control be supplied by your own experience. So 
here are a few simple rules which if observed carefully 
for a period of one week will prove their value conclu- 
sively. 

1—Don’t go to bed and to sleep while angry, blue or 
worried, 

Each of those emotions generates an actual poison 

(Continued on page 86) 











Our Service Plan 


Merchandise is not sold unless it stays sold. Be- 
cause of that fact, and a sincere feeling of account- 
ability for every piece of apparatus bearing the name 
Westinghouse, we have originated a Service Plan 
that makes our trade mark a stronger guarantee to 
both you and your customers. 


In brief, we make it possible for every dealer in 
Westinghouse Appliances and Ranges to easily serv- 
ice the goods sold, and to do this more promptly and 
without added expense to him. 


Write us for the details of this plan. It is a Plan 
that will help you sell more goods—and keep them 
sold. 

Westinghouse Electric & Manufacturing Co., 
East Pittsburgh, Pa. 
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Little stories of 


unusual sales ~as 
salesmen. 


told by 


Creates Own Demand 
ILL JONES, 


jobber-salesman friend of mine. 


well call him, a 
is an energetic fellow who is alive to 
and takes advantage of some possibili- 
ties that many other salesmen overlook. 
His method of “landing orders” is 
by creating his own demand and then 
following it through to the finish. 
Bill’s hobby is high lines, particu- 
larly farm lines, probably because he 
sees the great number of potential or- 
ders of profitable size in that field. 
He. first 
hunts up a community of probably 15 


Here’s how -he does it. 


well-to-do farmers whose homes are 
spaced on an average of a half mile 
(or slightly more) apart and all of 
whom are close to some town supplied 


110-volt 


Armed 


with electric light service. 


with his regulation catalog, 
price book, and plenty of literature on 
pole line hardware, household appli- 
ances and other handy electrical farm 
devices, he calls on each farmer indi- 
vidually and explains the numerous 
advantages of 24-hour 110-volt service 
over the 32-volt farm plant with its 
attendant high maintenance cost, un- 
He then tells 


the farmer how a line may be run from 


standard voltage, ete. 


the town to his and his neighbors’ 
farms and figures his individual cost. 

Having laid the proposition in front 
of each farmer separately, he calls a 
meeting of them all, to which he in- 
vites a representative of the utility 
company or municipality which could 





He CALLs ON THE FARMERS. 


furnish the current. Since each one 
has’ been sold individually it requires 
little effort to bring them into a col- 
lective compact. The seller of the 
current is invariably pleased to enter 


into it. 





Ordinarily the arrangement calls 
for the municipality's building the line 
te the city limits and the farmers from 
Frequently the farmers aft- 
erward sell their share to the utility 


there on. 


company or municipality that its up- 
keep may be taken care of by expert 
Whatever the plan may come 
It is sufh- 
cient to say that Jones, as the pro- 


hands. 
to is of little importance. 


moter and brains of the scheme, al- 
ways comes in for an order which pays 
him a good many times over for his 
efforts and time, even though it may 
have required months to swing the 


deal. P. J. Snell. 
* * % 
Perseverance 
ECENTLY I called upon a 
dealer in a small New York 





Hr Took My Puoto ann Mabe A SALE. 


State town. I found my man to be a 


conservative, gruff gentleman and, 
upon asking him if I could interest 
him in my line of electrical appliances, 
received a short ‘“‘no’’ that he did not 
handle them and that central stations 
were the ones for that. His answer 
was so positive that the average sales- 
man would beat a hasty retreat. How- 
ever, I replied, “Don’t you ever have 
a call for irons, fans, toasters, vacuum 
At the 
mention of washers, he said, ‘““What 
Then I 
slipped him a cut of my washer and 
I said 
it was the only one I carried. He 


cleaners or electric washers?” 


washer have you got?” 


he asked if he might have it. 
wished then to borrow it for a few 


minutes and vanished up the street 
with said cut. 























In about a half hour he returned 
smiling and said you had 
better send me a couple.” After I 
had his order, I had a nice friendly 
chat with him and left feeling I had 
made a friend and a customer. 


“Guess 


As I was leaving he said, “Well, I 
can never sell these goods if I don’t 
stock them, can I?” 

He had sold one machine from the 
cut when he was out. Of course, that 
made him optimistic, but the point 
which impressed me on the sale was 
Had I not men- 
tioned my full line, or had I left at 
that first cool reception, I would have 
left a good prospect. In other words, 
you never know until you bow your- 


“Perseverance.” 


self out of a man’s door and are in 
the next town whether he is ‘‘sold”’ 
or not. 


J. Wells Courtright. 


Selling on Quality Basis 


HIS incident happened while I 

was traveling northern New York 
State for a reputable jobber who 
prided himself upon the fact that he 
carried the so-called “Association” 
goods, it being his viewpoint that such 
goods were of the highest quality ob- 
tainable. 

I happened in on a customer who 
had recently decided to open an Elec- 
trical Construction Department in 
conjunction with his book store which 
he had been operating for a good 


many years. The proprietor of this 





I Hap to Sexi tHE Bookman. 


store knew practically nothing about 
the electrical business and had very 
hazy ideas of what constitute high- 


grade electrical supplies. His mana- 
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America’s Housekeepers Lead the World 
S old as the human race itself and greater than all other industries combined, 
housekeeping will remain to the end of the world the most dignified and honor- 
able o‘ all professions. In no other period of history in any land on earth has 
the business of housekeeping been so far advanced as in America by the wives and 
mothers of today, through the aid of modern mechanical housecleaning devices. 
OHIO-TUEC dealers know that no other time and labor saving utility has ever 
received so cordial a welcome as this new, perfect vacuum cleaner that 


‘Cleans Without Beating and Pounding”’ 
No other cleaner has ever made such a remarkable selling record in so short a 
time. It will pay any wide-awake jobber or dealer to learn why. Ask any woman who 
owns one or any dealer who sells it. Or write direct to us. 


THE UNITED ELECTRIC COMPANY, CANTON, OHLO 
Canadian Plant—Toronto, Ont. 
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ger for the electrical department, how- 
ever, was a man of considerable expe- 
rience in the industry but who had 
been trained, I might say wrongly, to 
the idea that price was the most es- 
sential part of the buying. 

I discovered that I stood a very 
small chance of selling my wares to 
this merchant as my class of goods 
would necessarily cost him more than 
he had been paying for inferior ar- 
ticles. My contention was that inas- 
much as he was operating a new con- 
cern, it would be advisable to use only 
the best class of goods for the jobs 
which he might obtain and that the 
slight difference in price on the aver- 
age job would be more than offset by 
the satisfaction of giving his customer 
an article of merit. 

The manager could not see the logic 
of my contention and I asked if he 
would mind my going to the pro- 
prietor of the store and putting the 
proposition up to him. He welcomed 
the idea and the three of us immedi- 
ately had a conference. 

I admitted to the proprietor that I 
knew perhaps less about books than 
he did about electrical material, but 
I asked him if he derived as much sat- 
isfaction from selling a dime novel or 
a piece of “yellow” literature as he 
did from selling a book by Kipling or 
one of the other famous writers. He 
had to admit that there was absolutely 
no comparison, and I then asked him 
if in the long run he made more money 
by selling the yellow journals than he 
did by selling the high priced books. 
Again he admitted that he had built 
up a fine reputation through his care- 
ful selection of literature and finally 
agreed with me that since he intended 
to stay in the electrical business for.a 
good many years, it would be wise to 


emmaeeeetene soe 


pursue the same policy with regard to 
his Electrical Department. 

I think this stery may interest some 
of my fellow salesmen, as I believe 
that the majority of them are selling 
what we term “Association Lines” and 
still experience difficulty in securing 
orders from a good many customers 
who believe that price is the big fac- 
tor. Perhaps a few of them are op- 
erating another kind of business so 
that a comparison may be made, but 
I believe this little tip will give the 
average salesman food for thought re- 
garding an intelligent reply to a man’s 
statement, “Your price is too high; I 
can buy such and such a make for con- 
siderably less money.” 


E. J. Stevens. 
A Black Eye Did It 


Kansas and one on whom I called 
regularly. It was during one of the 


b(n KELSEY is a dealer out in 





He Saw Tuer Urttiry. 


months this last winter, when the 
days were short and the nights very 
dark, that I paid Jack a visit. 

My company was pushing a cer- 
tain light socket dimmer they had 
just taken on and I was consequently 
running right along’ with the cam- 
paign. So while talking to Jack I 
asked him if he didn’t think a stock 
of my dimmers would be a good thing 





ZUNE OU 


COIL UUM LULU LALLA LLL LA 


EE 


Tell Us How You Landed The Order 


Write a letter telling how you secured an order in the face of difficulties; or how 
you overcame some obstacle that other salesmen may be confronted with. An in- 
cident that may seem simple to you may help the other fellow land. 

If you want the suggestions of your fellow salesmen you must do your part by 
giving them the benefit of your experiences. 


We Will Pay $5.00 For Every Letter Published 


And— 
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to lay in, as my dime was very flexible 
and “presented some neat and handy 
contrivances. He couldn't see it that 
‘way so the matter rested without my 
getting an order. 

I had to remain in town till the 
next noon and it so happened that 
I passed his store again. I dropped 
in to say hello and what should I find 
but Jack Kelsey with a beautiful 
“shiner” and in a nasty frame of 
mind. 

I asked him who hit him and he 
replied, “the door jam.” I inquired 
as to how it happened and he replied 
that when entering hi§ home late the 
night before he stumbled over a rug 
falling forward and placing his eye 
in abrupt contact with the door jam. 

I told him this was one good rea- 
son why he should put one of my 
dimmers in his own hallway. I also 
emphasized the fact that he was not 
the only one who had ealled doors. 
rugs, chairs, .etc., “pretty” names be- 
cause they had got in the way in the 
dark. My talk this time had the 
assistance of a painful swollen eye. 
I received an order for a large quan- 
tity of various styles of dimmers. 

Being somewhat of a cartoonist I, 
before leaving, made a sketch of a 
man entering the house in the dark. 
It was nothing but a square black 
blotch (representing darkness) wit) 
signs of wrath eminating from some- 
where therein. Under it I wrote, “Is 
this you?” “Buy a D-—— and save your 


breath and shins.” 
-veard in the window 


He put 

when he receiv d the dimmers and he 
says they havé been moving rapidly 
ever since they arrived. (He also has 
one at both his frémt and back doors. ) 


"Ralph D. Curtis. 
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-P ARANITE -~ 





That trade mark and slogan stands for some- 


thing in the industry. 


Wherever wire or cable is used PARANITE is 


known—and favorably too. 


You salesmen who take personal pride in your 
customers’ satisfaction can unhesitatingly tie to 


PARANITE. 





RUBBER COVERED WIRES 
AND CABLES 


LEAD COVERED WIRES AND 
CABLES 


HIGH TENSION CABLES 
AUTOMOBILE CABLES 
TELEPHONE WIRES 

LAMP CORDS 

PORTABLE CORDS 

FIRE ALARM CABLES 
MINING MACHINE CABLES 











PARANITE Wires and Ca- 
bles are Merchandised 
through the Jobbers only and 
not to your Customers. You 
are not selling a New Code 
tag. 


You are selling a Branded ar- 
ticle, better than Code re- 
quires. For 30 years the stand- 
ard. 


Indiana Rubber and Insulated Wire Co. 


FACTORY AND GENERAL OFFICES 


CHICAGO OFFICE 
210 So. Desplaines St. 


JONESBORO, IND. 

















NEW YORK OFFICE 
43 Vesey St. 
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OW many hours do you put in 


H 


ping the rubber band around his order 
book. 
boy sweep out in the morning and 
knock off after 
lights out in the evening, or do you 


a day?’ Brown asked, snap- 


“Do you begin by helping the 
snapping Green's 


keep Bankers’ hours? In short, how 


long should a salesman sell?” 

“That's a pretty hard question to 
“However, 
I can give you Peffer’s point of view. 


answer, Morris replied. 
And incidentally it might help you 
sell 


out, in case you ever want to 


him.” 

“Got into Peffer’s about 9:30 on a 
Saturday night. Peffer was perspir- 
One of the clerk’s had got off. 
It was customary for at least one of 
Peffer’s clerks to be off on a Saturday 
Then Peffer, by digging in 
twice as hard, was able to carry on. | 
stuck until about 10:30, the 
crowd had left. Peffer wiped off the 
‘Whew, he exclaimed, 


ing. 


night. 
around 


perspiration. 
‘It’s been a hard run for the money. 
But my motto is, “Business as long 
as there’s any business in sight.” 
And now then, what can I do for you, 
sir?’ 

that 
You know us and our 


“T announced 
the K. C. Co. 
product. 


I represented 


I leave early Monday morn- 
ing and wanted to see you before I 


left. 


“He couldn’t believe his ears. 


That’s why I’m here. 


“Well to make a long story short, 
Peffer bought. Said that his prin- 
ciple was business as long as there was 
any business in sight, and any fellow 
who worked on the same basis, pro- 
viding he had the goods, deserved en- 
couragement. 

“Long hours mean more, longer or- 
ders and a heap of well earned satis- 
faction out of the selling game. 

“Remember,” Morris explained, “I 
advocate this as a 
general principle. I only mean to 
show what three people think of it. 
Well, Peffer wrote the old man back 
in the office about it.” 


do not mean to 


“Then Morris stopped, and looked 
‘Gosh, it’s almost mid- 
night, he said. Then he held the 
watch up for me to see—it was a 
dandy. ‘And this, he said, ‘is what 
the old man thinks about the Peffer 
Isn’t it a 


at his watch. 


Principle of Business. 


peach?’ ” 


HAVE a mighty hard time prov- 

ing to a lot of my customers that 
my line will net them more profit per 
dollar invested than any other line 
they carry in stock. 
these fellows are caught by the larger- 
net-profit-per-item-idea and forget the 
Con- 
sequently they fill their windows with 
slow sellers while my line lies hidden 


Too many of 


possibilities of rapid turnovers. 


away in some dark corner ‘to waste its 
sweetness in the desert And 
when I call, they complain that my 


air.’ 


stuff is as unmovable as Gibraltar. 
“Many stores are veritable Pan- 
dora Boxes overflowing with hopes 
that never have an opportunity of 
their 
worth—consequently those that escape 


showing themselves to prove 
from under the lifted lid, carry stings. 
Merchants leave it up to the customer 
to guess what they have hidden away 
in dark This,” Williams 


said, “is what I’m trying to overcome.” 


corners. 


“Goods well displayed are more 
than half sold.’ I hammer this slogan 
home at every opportunity, and better 
business is looming up everywhere. 

“Every time a fellow stops and 
looks into a window to note its con- 
tents, a peculiar thing happens. The 
sales transaction processes in that fel- 
low’s mind. Mentally he is ascertain- 
ing whether he hasn't a need for the 
article displayed. He is engaged in 
selling himself the article he sees. 
How many times have you gone down 
the street, pleasure bent and returned 
home with an armful of goods you've 
sold yourself. And you explain ‘I 
saw these down town.’ Ever go into 
Woolworth’s empty-handed and come 
No normal per- 


out empty-handed? 


did. 


stands 


This silent salesman 
before 


son ever 


who well displayed 


goods, sells. 

“Jones hadn’t sold any of our line 
for weeks. ‘Your stuff is a good dust 
collector and space filler—but as a 
business getter it’s a somnambulist.’ 

“IT inquired whether he had any in 
stock. ‘Oh, yes, lots. Come along 
and I'll show you the same array vou 
Then he 
proceeded to lead me back into the 
unlighted of the 
There the search commenced. 


sold me three months ago.’ 


realm wareroom. 


“Through top shelves and lower 
shelves; behind boxes, 
barrels the search continued. 


bundles and 
A half 
hour’s investigation revealed nothing. 
The two 
searched. At last they were found in 
the corner. ‘Haven't 
had a call for so long, that really, I'd 


Finally he called in a clerk. 
most obscure 


forgotten where they were, he apolo- 
gized. 

“And I wondered, what must have 
happened when a customer did really 
ask for my goods. 

“ “Have vou a sample up front?’ | 
asked. 

“The clerk replied that he had sold 
tle two samples the first day they 
were on display. They had sold none 
since. It was easy to see why. 

“Well, I plead. earnestly for win- 
dow space for display purpose. Jones 
replied that window space was too 
valuable. Wanted to know if [ could 
make it pay for itself. I told him that 
I wanted him to make money on my 
line, and if it did not pay him for the 
space, I’d pay him myself out of my 
He consented to 


own pocket. one 


corner. 


“Then I got busy and fixed up his 
window. It was a Saturday after- 
noon. The pavement before this win- 
dow was crowded; a man in a store 
window has a peculiar pulling power. 
By the time I'd finished there had 
been two Before I reached 
him the next trip we had sold him two 
mail orders.” 


sales. 
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TRADEMARK 


THE NEW CODE RUBBER SPLICE 
INSULATORS 


The Elasticap is a new wiring specialty that 
will sell practically on sight. 


Its outstanding feature is the common sense 
distribution of the insulating material so as to 
afford maximum protection over the entire 
splice. This means SAFETY, emphasized by 
the extra reinforcement of new rubber over 
the tip. 


You can see at a glance, too, from the draw- 
ings, what a time-saver it is to every contrac- 
tor, every wireman, every industrial plant, 
every shipyard, every fixture manufacturer. 
These are your big fields in which to sell. 


Two hours saved per 100 splices runs into 
money at a dollar an hour. 


Moreover, Elasticaps are a conveniently 
handled “‘package’’ form of merchandise— 
100 in a carton. Package goods move readily. 


product . . 
for their general adoption. 
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READY ! GO! (Three Seconds Lntor-Diené !) 
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RUBBER 


MADE IN TWO SIZES 


The 214 size corresponds in color to that 
of the usual rubber insulation. 


The 210 size, for use on land only. is of a 
distinctive red color. This enables the elec- 
trician to select quickly and with certainty the 


proper ELASTICAP for larger splices. 


The “210 Marine’ is of the same color as 
the 214 Elasticap, and is for Marine work 
only. 

Cat. No. 
214 For splices of 2 No. 14 wires and smaller. 
210 For splices of 2 No.10, 2 No. 12 or 3 No. 


14 wires. 
210 Marine—for Marine work only. 


Tested and Approved by 
Underwriters’ Laboratories, Inc. 


The use of Elasticaps promises to become widespread and the device itself a STAPLE 
. The saving of valuable time by the use of Elasticaps is a strong argument 
. . Send for samples. 


THE ELASTICAP COMPANY 


HOBOKEN, NEW JERSEY 
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N the long run system insures 

succesg, but when it begins to 
weave out Re@ Tape, it’s wise to tote 
a pair of seissors,” said the‘ old sales- 
man. “That’s my opinion of system 
and her wayward offspring, Red 
Tape.. Every fellow has his way of 
doing a thing, and if it produces good 
results, it’s a good enough way. The 
incident of Pilkins and the Warren 
account convinces me of that. 


“Pilkins was an old man on the 
read, You can teach, neither an old 
dog nor an old salesman new tricks— 
Pilkins joined the Eureka 
Company a year or so ago. And it 
was with this company that he slashed 
Red Tape and almost upset their new 
sales manager, Psy-Sci Saunders as 
the fellows had named this new Eff- 
ciency Expert. 

“It happened in this wise. 
joined the company. 
schooling him. He had listened to the 
following rigmarole for six consecu- 
tive days in the office of Psy-Sci 
Saunders. 


easily. 


Pilkins 


Saunders was 


‘Our plans are based on 
the science of Sales Psychology,’ he 
would say, ‘we subject our prospects 
careful of treatments. 
When the proper receptive mood has 
been cultivated by a series of sugges- 
tive sales letters, we send down a man 
specially coached to put the thing 
We forestall failure. Catch, 
Compel, Convince and Sell is our sys- 


to a course 


across, 


tem in a nut shell, Psy-Sci would 
rhyme daily, while Pilkins chafed in 
the office, longing for the open road. 
‘Every the 
charted. Research has revealed to us 
efficient These we 
. utilize with good results. You spend 
weeks here in the office, Mr. 
Pilkins, catching the spirit of the 
Fureka organization, and learning the 
Eureka science of successful sales- 
manship. As you know, we are school- 
ing you to get the Warren account. 
[t’s a big account. If we can get them 
te give us a trial order their business 
ought to run us $2000 a month. 
“Now don’t you think that after 
this careful course—after you have 
become saturated. with our system, 
that you will be able to get Warren’s 


step in process is 


methods. 


most 


two 
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name on the dotted line—he stopped 
to consult a chart—on next Thurs- 
day, April 7th, at 2:00 p. m. to be 
precise? 

“T doubt it,” replied Pilkins smil- 
ing. 

“Doubt it, why?” asked Psy-Sci 
Saunders. 

“Why because I slipped over yes- 
terday during the noon hour, and sold 
Mr. Warren a $4000 trial order.” 

N any business, no matter what it 


I is, Evans’ - principle applies. 
Evans has it displayed on a show 
card over the cash register in plain 
sight of every customer. But best of 
all, Evans puts the principle into 
practice. 


+ + 


One morning I went in. Evans’ 
display card, ‘Complete confidence in 
the goods we sell,” stared me in the 
face. Like most slogans it was good. 
But I naturally supposed, like all 
slogans; this one, too, was designed 
for outside consumption. I had seen 
so many before. Waiting for Evans, 
I overheard a customer inquire for 
headache tablets. Evans replied that 
he hadn’t any at the moment but di- 
rected him to his competitor across the 
street. 

Then while he attended to the next 
customer I took the time to examine 
his stock. To my surprise, I discov- 
ered on a lower shelf six cartons of 
Murphy’s headache remedy. My 
curiosity was aroused. For here was 
a man in business to make money; 
here were the goods; here was a cus- 
tomer demanding them; yet this fel- 
low sent this customer on to a com- 
petitor. 

After finishing a sale Evans came 
over. I set about to sell him. To- 
gether we made up a small order. 
Among the items were six cartons of 
Headache remedy. I was further 
mystified. 

“How is it,’ I asked, curiosity get- 
ting the better of me, “that you order 
six cartons of Headache remedy while 
six cartons of Murphy’s loaf over 
there on. your lower shelf—and why 


did you refuse the sale a moment 
ago?” 

He smiled and related the reason. 
“Yesterday afternoon during the 5:00 
p. m. rush a pompous, prosperous 
looking fellow bolted in. He clam- 
ored for attention. I hurried as best 
I could to get to him. Finally his 
turn came, ‘Here fellow,’ he shouted, 
‘I’ve already wasted about twenty-five 
minutes in this place. My time’s valu- 
able. Gimme a good headache rem- 
edy. And mark you, don’t try to 
shove off on me one of your flavored 
favors for novel reading ladies—it 
won't go. Gimme a good dependable 
pill. Have you got it?’ 

In spite of his arrogance, I hastened 
to comply. I took down a box of 
Murphy’s and offered it to him. 
“Humph, Murphy’s,” he snorted. 
“Don’t want it, gimme something 
else.” 

Then I read the inducements and 
tangible testimonials upon the printed 
enclosures—still he refused. He 
clamored for another brand. 

“Still I talked Murphy’s. Finally 
he grew wrathful, ‘Say, fellow, guess 
I know what I want. Murphy’s is a 
good profitable pill to push—push it. 
But I’ve a headache—I want a cure 
—something more effective.’ 

Exasperated I demanded, ‘““What do 
you know about Murphy’s, what is 
your objection to Murphy's?” 

Equally exasperated, he announced 
—‘Know? Why I’m the Maker, 
Michael Murphy.” 

“There it is over on the lower 
shelf. Haven’t had time to throw it 
out. That’s why I didn’t make the 
sale. That's why I sent my customer 
ou to my competitor. I believe’’— 
and he pointed to the card over the 
cash register. “After yesterday's ex- 
perience,” he added, “I wouldn’t feed 
that stuff to vermin—and it doesn’t 
apply to my business alone. It is a 
fundamental business principle. I 
don’t know what kind of a car Henry 
Ford drives—but I know what it 
ought to be. The first step in suc- 
cessful merchandising is, “Compiete 
confidence in the goods you sell.’ ” 





next one you hear. 





TY ELP us make this department of maximum interest. 
about the boys in the trade. If humorous—so much the better. Send in the 


We want true stories 
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“Goods well displayed are half sold.” 


Do you realize the importance of that statement? Undoubtedly you do, but how 
about your dealers? 


Show them what an attractive window trim can be made with Hemco Twin-Lite 
Plugs. Have them take advantage of the window-display material, dealer helps, etc., 
that we have ready for them. 

Twin-Lite Plugs are packed in attractive cartons. Carry one with you. Show the next dealer 


you visit how it makes an appeal—how it stimulates the desire to buy—even from the shelf. Then 
give them a fair show in the window display or on the counter and watch the result. 


It will be easy to understand why we call the Hemco the fastest moving specialty on the market 
today. 


GENERAL SALES AGENTS 


GEORGE RICHARDS & CO. 


555 WEST MONROE ST.., CHICAGO, ILLINOIS 
Eastern Agent Western Agent 
R. B. COREY COMPANY GEO. A. GRAY COMPANY 
1170 Broadway 589 Mission Street 
New York San Francisco 


Twin Service from a Single Socket 
C2 — (lll ee 
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Tomorrow you will be in Anderson, 
You have jotted down in 
your note book the following items: 
9:00 a. m. to 2:00 

Sage Brush p. m. — Contrac- 
or Science tors; 2:00 p. m. 
to 5:00 p. 

All right. 


will be in 


Indiana. 


m.— 
Do your con- 
you town 
Have you mailed ahead 


Industrials. 
tractors know 
tomorrow ? 
a card announcing that you will call, 
o1 are you taking a chance on finding 
them in? Of course, you believe that 
an advance notice will put them on 
their guard and give them an oppor- 
It will—if—your 
“scrap” 


tunity to get away. 
call is nothing more than a 
to get an order. 

Why not approach your territory 
tomorrow in the same manner that the 
Protectograph salesman does?  Be- 
fore he makes a call for business, he 
thoroughly analyzes the towns. He 
has a list of every prospect for his 
specialty. He has had the house cir- 
cularize them ahead of his call. He 
has collected local newspaper clip- 
pings bearing sales arguments that go 
home to the prospect. For instance the 
Protectograph man visits the local 
bank where he secures the signatures 
and amounts of checks that have been 
changed. He can tell an Anderson 
prospect how much money has been 
lost in Anderson on account of “modi- 
fied” checks. 

You are going te Anderson tomor- 
row and this is your course according 
to the Protectograph way of selling. 

You step into the Contractor-Deal- 
er store. The necessary formalities 
are over and your prospect says, “We 
haven't need for anything but a small 
order of No. 14 wire and 50 lamp 
sockets. No, can’t get away with 
that line, John, no call for it here.” 

What has he done? This—he has 


ordered staples in which there is no 
profit for you or the house and by 
doing so is keeping you in the class 
of an order taker again. 

How could you overcome this? By 
scientifically charting Anderson for 
him according to possibilities for your 


erti 1ent 
We / 


Sys 
’, 


ad 


Sales Facts and 





Figures 


ae 





specialty lines. Let's make up a hy- 


pothetical chart something like this: 


A. Lighting— Number of well-to-do 
residents in Anderson using obsolete light- 
ing fixtures. List their names and ad- 
dresses. , You can build this up with a 
telephone book and shoe-leather on those 
nights otherwise spent at the movies. 

B. Street Lighting—An album made up 
of clippings from manufacturers’ litera- 
ture and trade journals showing up-to- 
date street lighting in other cities the size 
of Anderson. 

C. Household Appliances—1. Washing 
Machine. Number of laundries in town. 
Inquiries to ascertain difficulties in pro- 
curing “wash women.” Number of wash- 
ing machines sold per capita. Mailing list 
of residents financially able to buy a ma- 
chine. 

2. Vacuum Cleaners. Spend twenty 
dollars yourself sending out circular letters 
to a mailing list compiled from telephone 
book—with return cards. Any replies you 
get turn over to your Contractor-Dealer. 

8. Percolators. Visit grocers and get 
the names of customers using a superior 
brand of coffee. Then write these people 
a letter saying, “that you understand they 


use White House Coffee, etc., and you 


wonder if they know the additional ad- 
vantage of percolated coffee.” Turn any 
of these replies over to the Contra.tor- 
Dealer. 

4. Immersion Water Heaters. Call at 
the County Building and get a list of the 
new babies in town. A letter to their 
mothers explaining the convenience of an 
electric immersion heater ought to bring 
replies. 

5. Grills, Toaster Stoves, Etc. Why 
isn’t the marriage license office a great 
source of information for prospects? “TI 
note by the local paper, etc., etc.” 

D. Devices— Are the Manufacturing 
Plants in Anderson equipped with small 
motor driven devices that save labor and 
expense? How many open-knife switches 
and motor starters are: in use through 
ignorance of their danger? Are not these 
plants good prospects for safety switches? 
If so let’s have the names of the plants, 
number of switches, electrician’s name and 
address. Have your House circularize 
them ahead and after your call. 


This chart could expand indefinitely 
and could be made a great source-book 
of merchandising statistics for the 
Contractor-Dealers you call on, when 
they answer that there is no market. 
You have the facts to deny their 
statements. 

The above suggestion is, of course, 
only an outline of procedure-but until 
you inject some such method into your 
salesmanship you will continue to re- 





main in the class of the $200.00 a 
month man instead of the $10,000 a 
year. Honestly, fellow salesmen, we 
haven't started yet to sell electrical 
goods scientifically. Sales methods 
in other lines are ten years ahead of 
us. We are “sage brush’ philoso- 
phers when we plan our call instead 
of scientific merchandising specialists. 
You can’t do the whole job for the 
dealers but you can wake them up to 
the use of consistent scientific meth- 
ods for discovering the market for 
new goods, 
* * * 


It is the jobber salesman’s business 


to sell the contractor on the idea of 
selling his customer on wiring instal- 


; that 
Cardinal provide for an in- 


lations will 


Points creased use of la- 
bor saving devices 
in the home. The service recom- 


mended should provide for all future 
needs. 


What are the important factors 
that it is necessary for the contractor 
to bear in mind? First, provision 


should be made for ample protection 
of wires, a sufficient number of outlets . 
for lighting fixtures, good switch con- 
trol-protection and cutout boxes that 


permit a change from two wire to 


three wire service and more circuits 
as required, sufficient appliance out- 
lets for all classes of cooking, heating, 
Remember 
outlets for laundry equipment, for 
small motors, ete., that will not make 
it necessary to install a separate wir- 
ing system. Outlets and receptacles 
should be provided for the electric 
range, vacuum cleaner, clothes washer, 
iron and sewing machine 


and labor saving devices. 


electric 
motor. 

It is the contractor-dealer’s business 
te watch reports of new construction 
and see that the architect and build- 
ing contractor specifies and makes 
provision for these things. The most 
install electrical 
appliances is in the course of con- 
struction; bé liberal with switches, 


economical time to 
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shadows in stores, 
offices, schools, An analysis of Denzar orders for 1919 reveals much of interest to 
banks, halls and the jobbers’ salesman. Denzars are sold and displayed in nearly 
public buildings. every city visited by the jobbers’ salesman east of the Rockies. 

Z The present ratio of Denzar dealers to Denzar jobbers is 300 to | 
: and a surprisingly large number of the orders come to us direct 
7 Zp from the dealer. This means that the jobbers’ salesman is missing 

a orders that could be had for the asking. 








Here is your opportunity! Check up the Denzar stock your house has. Mention this to your 
dealer customers and just now when material is difficult to obtain and factory deliveries de- 
layed by transportation congestion, the fact that you can make stock delivery will put you 
in favor. 





If you are not thoroughly posted on Denzar, visit the Beardslee Factory the next time you 
are in Chicago and get posted. Write now for the Denzar catalog. 


Beardslee Chandelier Manufacturing Co. 
218 S. Jefferson Street - Chicago 
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outlets, receptacles for portable lamps, 
fans and cooking devices. The bed- 
rooms of the future will be equipped 
with electric heaters, vibrators, curl- 
ing irons, etc. 

Call your trade’s attention to the 
fact that they should work close to 
the architect and building contractor. 
A home owner that continually sees 
an outlet in the base board for a 
vacuum cleaner is bound to buy one 
sooner or later. 


*¢ & @ 


America needs today 1,300,000 
homes, 450,000 factories, 6,000 hotels, 
5,500 apartments, 20,000 churches and 

theaters, 120 


freight terminals 


Do You 
Realize That. 24 14,000 rail- 
road stations and 


freight sheds, each one of these requir- 
ing an unlimited supply of lighting 
equipment, apparatus, appliances, la- 
bor-saving devices and countless other 
electrical devices. There are great 
possibilities in store for the electrical 
supply jobber. 


* * * 


“Nothin’ doing. There's going to 
be a crash and I’m not stocking any- 
thing. Good times will last about six 
months more, then 
look out.” 

That sob story 
is on everybody’s 
lips from banker to newsboy. Every- 
body’s talking it and, believe me, if 
they keep at it long enough they will 
create a depression in spite of every 
economic law known. 


A Pertinent 
Sales Fact 


June, July, August and September 
will find this chatter in all its harrow- 
ing details confronting every jobber 
salesman on the road. How are you 
going to answer it? 

Mr. Jobber Salesman, answer it in 
kind, answer it by the old Socratic 
question and answer method. 

Answer it as the writer answered 
the employment manager of one of 
the largest automobile tire manufac- 
turers in this country, to-wit: 

As we settled down for a four hour 
ride from Toledo to Jackson, he said: 


“‘How’s business?” 


“Good.” 


‘“Whatdyumean good ?”’ 

“Well, I’m able to sell all we can 
deliver and that’s about half of the 
business I could get. 
can’t get material.” 


Our factory 


“Hell, ain’t it awful, this strike. 
What’s the country coming to?” 

“T don’t know, do you?” 

“Yes sir, there’s an awful smash 
coming; things are going to pieces be- 
fore fall. It will be the worst panic 
this country has ever seen. 

“That so, what’s the cause?” 

“Labor trouble and material.’’ 

“How’s that going to affect indus- 
try?” 

“Plants have to shut down, bottom 
falls out of prices and we'll be a bank- 
rupt nation.” 

“That so? It sounds reasonable.” 

“Yep, why everybody’s talking it.’’ 

“TI know they are but there is just 
one feature that I can’t get square in 
my head.” 

“What's that?” 

“Let me illustrate. Supposing you 
and I each had $5.00 and $6.00 re- 
spectively. Supposing we were both 
hungry and the only food we could 
buy was one bushel of potatoes—and 
there was only one bushel on the mar- 
ket. We're going to bid against each 
other aren’t we to get that bushel? 
We'll say that the last bushel sold at 
$4,002 Eventually I’ll get the bushel 
for $6.00. What are you going to do? 
You’re going to put up a howl for 
more potatoes. You're going to get 
more money and offer $10.00 to some- 
one that will get you a bushel. Do 
you suppose that the farmers, hearing 
you offering unheard of prices, are 
going to quit raising potatoes? Not 
much, they will break their necks to 
get more spuds into the soil to get 
that big money. ; 

“Now let me change the scenery. 
Supposing there were three bushels of 
potatoes and you and I were the only 
buyers and all we wanted was a 
bushel apiece. Wouldn’t the farmer 
selling the extra third bushel make us 
a pretty cheap price to get rid of it; 
and wouldn't he go home and ‘lay- 
off’ his extra help and refuse to plant 
spuds? 

“Which situation obtains in all in- 
dustry in this country today—the for- 
mer or the latter? 

“The former. We have one hun- 
dred purchasers bidding for 25 prod- 
ucts—yes for 10 products. If the 
farmer goes home and ‘lays-off’ his 
farm hands, we’ll starve, that’s all.” 

“That’s all right with potaioes, but 
how about automobiles?” 

“Go out and try to buy a car and 


see when you'll get a delivery. That 
will answer that question. 

“Industrial depression is the result 
of oversupplying the market with 
commodities. Industry curtails pro- 
duction when there is no longer a 
demand for surplus goods. Every 
panic in this country was brought 
about by this condition. 

“Let me ask you a question: have 
the saw mills oversupplied the market, 
have the brick yards saturated their 
market; are machinery manufacturers 
producing more than is demanded, 
etc., ete. ? 

“Do the railroads need rebuilding’ 
Are the electric railways in first-class 
condition? Are factory buildings 
standing vacant? Are there thou- 
sands of vacant houses with no ten- 
ants? Are hotels covering their fur- 
nishings preparing to close up? Are 
there miles and miles of empty freight 
cars on sidings with no demand for 
their use? Are electrical manufactur- 
ers storing fans and small motors for 
future consumption? Is cotton rotting 
in bales? Are sheep raisers killing 
their sheep for mutton? 

“My friend, these things were pres- 
ent everywhere in 1894, in 1907 and 
in 1912. 

“My dear pessimist, we have not 
started on our period of expansion 
yet. It will take 20 years to get us 
to a condition where there are three 
bushels of potatoes for three people. 
Forget it!” 

Mr. Jobber Salesmen, this country 
is beset with a peculiar brand of eco- 
nomic superstition. People believe 
that because panics have happened 
that with a change in the moon they 
must happen again. Your business 
is to educate every prospect to sec 
the difference between an industrial 
depression brought about by an over- 
stocked market and a temporary lull 
caused by labor difficulties. It is 
queer that our experience during Feb- 
ruary and March of last year did not 
wipe out this bogeyman. 


* * ¥ 


A salesman always likes to have 
interesting information available to fill 
in during lulls in the sales talk. The 

latter may run on- 


Residence to the subject of 
the rapid develop- 


Lightin: 
8 8 ment of different 


branches of the electrical field. It is 
hard to keep accurate tab on them. 
But in a 40-page pamphlet entitled. 
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Say, Mr. Jobber’s Salesman— 


Have you ever stopped to think that while you are sell- 
ing the bigger electrical things you might just as well cash 
in on 


Gale’s Commutator 
Compound? 


With practically no effort on your part you can, in the 
year, add considerably to your sales and to your profits and, 
of course, to the profits of your house. Gale’s Commutator 
Compound is a standard article. It has been on the market 
over 30 years; it is used all over the world. It is recognized 
by users as the best commutator compound. You can recom- 
mend it to your customers and feel assured that the only 
“come back” there will be will be repeat orders. 


If you’re not acquainted with Gale’s Commutator Com- 
pound, for the “luv o’ Mike” let us send you free samples. 
Try it on the next call you make and get ready for a pleasant 
surprise. 


Sole 
Manufacturers 


K. McLennan & Company, 


1751-59 W. 35th St., 
Chicago 


Gale’s Commutator : 
Compound puts that high Sea 

gloss on commutators 4 GALES 
that is so much desired. ' 
Does not gum the 
brushes. Prevents spark- 
ing and cutting and in- 
creases the life of the 
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“Electricity the Burden Bearer,” 
written by Wm. E. Keily, of Chicago, 
for the Illinois Committee on Public 
Utility Information, there is contained 
a mass of authentic historical facts on 
the development of electric lighting, 
central stations, motors, the telephone, 
electric railways, power transmission, 
electrification and electrical 
manufactures, and it is all interest- 
ingly told in popular and non-techni- 


railroad 


cal language. 
% *% * 

There 
000 homes in the 


24,400,- 
Of 


are approximately 
United States. 


these, 9,200,000 are lighted by elec- 
tricity and 15,- 
Market for 200,000 are with- 
Fixtures outelectric service. 
Many with elec- 
tricity in their homes have carbon 


lamps in their sockets and a consider- 
able have 
Many of these homes without electric 
electric 
a market 


number empty sockets. 
where 


What 


contractor 


service are in towns 


service is available. 
for the progressive 
Mazda Lamps, sockets, wiring, 
duit, safety switches, inclosed cutout 
boxes, etec.! 7,500,000 open knife 
switches were sold in this country last 
year. What a market for 
externally operated switches! 


for 


con- 


. ] 
inclosed 


* * * 


is nothing more than 


As used by 


Psychology 
classified common sense. 
salesmen it is systematically placing 

certain customers 
Different Typesin several mental 
of Appeal classes and_ then 


directing one’s 


selling efforts to that end. It is ap- 
pealing to the “ruling passion” of a 
man’s life. 
The largest 
look at your line from the investment 
of 
tying up a certain amount of capitai 


Here 


your appeal is purely logical, getting 


class of purchasers 


standpoint only—it is a matter 


for a certain period of time. 


out pencil and pad and figuring earn 


ings in dollars and cents. 


The finest type of prospect is the 
You 
direct his train of thought into your 
a future 
market for your goods as you see it. 
If his will power is developed with his 
actually out 
and gets more business 
gestion. A pad and a pencil before 
him stunts his vision and leaves his 


man with an imagination. can 


channels and make him see 


reaches 
at your sug- 


imagination he 


emotions untouched. 


A report from one progressive city 
in Ohio contains several interesting 
statistics showing the increased con- 
sumption of elec- 
trical energy, and 
by the way this 
city (Dayton) has 
been held up as an example of what 
can be done by intensive sales cultiva- 
tion, by electric washing machine and 
vacuum manufacturers. 

The Dayton Light & Power Co. in- 
creased their gross earnings $502,- 
139.35 or 20.60 per cent for 1919, 
while operating expenses increased 
only $213,957.48 or 12.87 per cent, 
making an increase of $288,187.87 or 
37.49 per cent in the company’s net 
The output in kilowatt- 
hours increased 14.62. Over 5000 
meters were installed and 13,841 hp. 
Forty-six miles of high- 


Steady 
Increases 


revenue, 


cennected. 
tension transmission lines were built 
additional 
making a total in 
the territory 


connecting eleven towns 


and communities, 


all 


served. 


of fifty-seven in 


* * * 

To keep trade from going to mail- 

here’s Cali- 
says Contact: 

First he sent for 

a $5.50 


der” 


order houses, what one 


fornia dealer did, 


Mail Order 


Competit on 


“mail or- 
When 
the box came, how- 
didn't it, didn’t 

untie the string or break the seal. 
left the box 
near his 


jron. 


even 

He 
on the counter 
Then, 
dickering 


ever, he open 
as it came, 
stock of 
began 


own irons. 


when a_ customer 
the of 
wanted to know why she should pay 


could send 


about price his irons and 


him $7 for one when she 


east to get one for $5.50, he was 
ready for her. He told her he had 


exactly what she wanted and pointed 

te the unopened box. 
“Tt’s right there in that box,” he 

said. 

Let me whether 


she replied. 


“Open it up. see 
I want it or not,” 

“No,” said the dealer, “It will stay 
in that box till Isn’t that 
exactly the way you buy from a mail- 
I'll sell the iron to you 
That’s fair, isn’t 


it’s sold. 


order house? 
on the same terms. 
it?” 

The prospect 
prospects—saw the point. 
box is still unopened. 


—~and many succeeding 


And the 





ALL PRUNES are not necessarily 
stewed in hot water, but all stewed 
prunes get in hot water sooner or 
later. 


A Two Billion, Quota 


The following table shows an esti- 
mate of the business for 1920 in elec- 
trical appliances. 


Washing Machines .... 700,000 $100,000,000 
Vacuum Cleaners...... 800,000 40,000,000 
Portable Ls wcs ict3e 8,000,000 50,000,000 
Fans : 1,000,000 — 25,000,000 
Irons P _2, 500,000 17,500,000 
Electric Ranges... 65,000 18,500,000 
Ironing Machines .... . 60,000 10,000,000 
Percolators, Hollow- 

ea a a8 225,000 3,4.00,000 
Heat ing Pads, 

Peatiets: .........4. 150,000 1,850,000 
Radiators, Air Heat- 

i Ses 300,000 3,600,000 
Dish Washers.. 50,000 7,500,000 
Toasters cwsiese SO0000 2,400,000 
Refrigerating Ma- 

chines RAS: 30,000 16,000,000 
Sewing Machines, 

Electric 2 100,000 6,000,000 
Miscellaneous Heat- 

ing Appliances......... 300,000 3,000,000 
Fixtures, Shades, Reflectors... 245,000,000 
Flashlights and Renewal Bat- 

NE ER TES .. 20,000,000 
Wire, Lamp Cord, | Sena 140,000,000 
Wiring Devices, Switches, 

Sockets, Plugs .....................-.... 85,000,000 
Conduit, Rigid, Flexible, Sur- 

face and Fittings -. 35,000,000 
Porcelain Knobs, “Tubes, 

Cleats ; 15,000,000 
Incandescent | amps, Standard 

Size .. : .. 105,000,006 
Miniature L amps, Auto, ‘Can- 

delabra, Fl ashlight.... 48,000,000 
Dry Batteries (75,000,000 

cells) 30,000,000 


Automobile E lectric al ‘Supplies 
(7,000,000 cars ).. _ 175,000,000 


Storage Batteries, replace- 

PYRO TTR sooo, csovenssnsnncescinceresy 120,000,000 
Farm L ighting Plants (100,- 

000) 55,000,000 
Motors, 100 h. p. and under 

(not incl. fractional h. p. 

units ) mr a see . 100,000,000 
Contracting Sales Labor 

Charges 206,000,000 


The above items, ‘together with those not 


listed, make a total of $2,007,165,000. 


* * #* 


(From the Syracuse Herald) 
Compiled after a lengthy trip in 
the average smoker: 


Number of persons in car......Capacity 
Persons smoking (estimated)...... 66 
Persons not smoking.................--. “3 
Persons probably forbidden to 
smoke by physicians.................. 66 
Brands of tobacco evidently being 
CINE | disicsin erratic 66 
Persons fully supplied with 
REINS Od TENET One All 
Persons short of matches (esti- 
Paha) 2.2605. 2 eee, 60 
Number inexhaustible and ever- 
beapning pipes ......i...........-.... : 
Number persons asking for 
matches (estimated)......... , 60 
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Do Your Dealers Know 


How to Sell 





The Violetta? ER 


Complexions Made Clear 


Do they realize the many uses there are for it? 


Make it a point to ask each dealer you call on 
what The Violetta can be used for. Dollars 
to doughnuts they can name two or three ap- 
plications and then they are through. 


—_ 
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Reducing Goitre 





Take five minutes to wise them up and leave 
one of our circulars from which the illustra- 
tions shown in this advertisement are taken. 


It will pay you in bigger orders from your 





SS. | 
Relaxation for Sleep- trade. 
lessness or Headache 





If your house can’t supply you with circulars, 
ask us to furnish them. 





Rho ind B L E A D O N 3 D U N ———— 
, COMPANY 


213-217 South Peoria Street 





CHICAGO, ILLINOIS 





{ Ml & 
Sonny Helps Mother 


Beauty Parlors 
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The Plué That Sells on Sight 























No. 903 Swicve/ 
Attachment Plug 


HE PLUG that sells is the plug which 
C hs attached to an idea as well as to a cord. 
The Benjamin 903 Swivel Attachment Plug 
sells because it was developed with the idea that 
a plug need not twist the cord when it is being 
screwed into the socket——and it sells on sight 
to anyone who thinks in terms of attachment 
plugs. Dealers, manufacturers, contractors, 


engineers, etc., will see its advantages in a minute. 


There are lots of openings available to intro- 
duce this handy little device. When you are 
calling on your dealer ask him outright what 
attachment plugs he uses. He’ll tell you. 
Then you can tell the story of the Benjamin 
903. Oryou can get at him through his repair 
department and his stock of repair parts. Sug- 
gest that he replace old plugs for his customers 
with go3’s and boost his reputation with them. 


Drive home the fact that all the appliances he 
sells will be made more useful by having a 903 
Swivel Attachment Plug attached, because it 
keeps the kinks out of cords, and makes it 


easier to connect up the appliance. 


There are Benjamin g03 Swivel Attachment 
Plugs for all kinds of cords, from the finest 


BENJAMIN 


Makers of Things More Useful 
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and Builds Bid Business 


cord in use to heavy asbestos heater cord and 
flexible armored cable. ‘The plug screws into 
any Edison medium screw base socket or 
receptacle, which is the standard practically 
everywhere. So, wherever there is a cord con- 
nection to an Edison socket, there is a place 
for the go3 Swivel Attachment Flug. There 
are thousands now in use—there is room for 


many thousands more. 


Manufactured and sold by Benjamin — which 
is in itself a guarantee of quality and service 
—the 903 Swivel Attachment Plug has long 
been featured in our national advertising in 
connection with the Benjamin Two-Way Plug 


—theretore it is no stranger to you. 


Put the “go3” in your*plug line and it will be 
one of your “old reliables” that you can alwavs 


depend on to “put in its best licks” for you. 


Write today to the Advertising Department 
806 West Washington Boulevard, Chicago 


BENJAMIN ELECTRIC MFG. CO. 


Facto.ies: Chicago and Desplaines, III. 


Sales and Distribution Offices 
247 West 17 Street, New York 806 W. Washington Blvd., Chicago 
580-582 Howard Street, San Francisco 
Benjamin Electric Mfg. Co., of Canada, Ltd. To onto, Canada 
The Benjamin Electric, Limited, London, England 


BEN/AMI 


‘Makers of Things More Useful 
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It or 
Doesn't It? 
An expert writing in The 


Does 


Journal 
of the American Institute of Electri- 
cal Engineers declares that $20,000,- 
000 or the equivalent of 500,000 tons 
of coal would be saved in gas and 
electric light bills by the operation 
of the daylight saving plan. This 
argument, however, does not appeal 
to other interests. 
the plan says that the idea is exploded 
as it takes as 


The opposition to 


as soom as considered 
much to burn the lights before day- 
light in the morning as after dark at 
night. The morning consumption, it 
is said, would be caused by the work- 
ingmen and farmers who have to get 


up with the birds in the morning. 
Does it or doesn’t it save? 
* & 
Travels by 
Airplane 


First the old-time drummer traveled 
by horse and buggy; then the peddler 
took to the train; next thing we knew 
the salesman took to the Yiddisha 
Packard, but now—the representative 
flies by airplane if you please. A 
short while ago the manager of a firm 
of motor car distributors in San Fran- 
cisco found that he had to make a 
hurry call on some dealers in northern 
California. He could not get there 
quick enough by train so he hied him- 
self to a friend who owned a Curtiss 
Pierce-Arrow of the He visited 
dealers in several towns, signed up a 
few contracts and took his air express 
home again, all in the time it would 
have taken to reach the places by 
train. “It was a strange sensation 
for these dealers to have some one 
drop out of the clouds to visit them,” 
he said, “but they liked our enterprise 
and I signed up several who were not 
‘on our list before.” Moral: Buy a 
pair of wings. 


air. 


Se 37 


Salesmen’s Reports 
Discussed 

On April 22, the Sales Managers’ 
Bureau, Chamber of Commerce, St. 
held its regular weekly 


Mo., 


Louis, 





Problems Course Luncheon at the 
American Annex hotel. The princi- 
pal topic of discussion was ‘‘Sales- 


men’s Reports” in which Martin J. 
Wolf, of W. N. Matthews & Bro., St 
Louis, took a leading part. He told 
the routine his salesmen’s reports go 
through after reaching the house. If 
salesmen could have heard this discus- 
sion many would probably be sur- 
prised to learn the important part 
their reports play in the tabulating of 
valuable 
statistics and in giving the credit de- 
partment money-making and money- 
saving information. A salesman 
really looking out for the interests of 
his house can make his reports a valu- 
able asset to it. One speaker said: 
“Ninety-nine out of a hundred sales- 
men are honest with their reports and 
expenditures. Very few put down 
more than they really spend in the in- 
terests of their firms. I would rather 
see a 30 cent Real Smoko charged up 
to the company than a 10 cent El 
Weedo, because then I know that the 
salesman who bought the 30 cent cigar 
was working on a good profitable ac- 
count, while the other fellow who 
spent the 10 cents was devoting good 
customer whose 


sales and sales promotion 


valuable time on a 
value was proportionate to the cigar. 
However there is much room for dis- 
crimination in a case of this kind.” 


* * * 


N. E. L. A. Men to be 
Well Entertained 

Although the convention of the Na- 
tional Electric Light Association to be 
held in Pasadena, Calif., May 18 to 
22, will be an extremely busy one, the 
entertainment features will not be 
overlooked. ‘‘Hillside,” the beautiful 
home of John B. Miller, President of 
the Southern California Edison Com- 
pany, and the wonderful grounds sur- 
rounding it, will be the center of the 
chief social event for the ladies who 
attend the N. E. L. A. Convention. 
Delegates and their guests will be en- 
tertained at tea in the home and on 
the grounds Thursday afternoon, May 






and 
Miller 
vice-presidents of the 
Southern California Edison Company 


20, at 4 o'clock. The _ hosts 
hostesses will be Mr. and Mrs. 


and the five 


and their wives. “Hillside” is in the 
famous Orange Grove Avenue section 
of Pasadena, and is typical of the 
best that exists in Southern California 
homes. It is situated on the crest of 
the Aroyo Seco, near the Busch gar- 
dens, and commands a view of the San 
Gabriel Valley and Sierra Madre 
Mountains. The garden is said to be 
one of the most beautiful in Southern 
California, containing practically 
every variety of semi-tropical fruit, 
shrubbery and flower. To make it 
possible for delegates who visit the 
Convention to see every feature of 
Southern California life within the 
shortest space of time, with the great- 
est possible convenience, and by spe- 
cial arrangements such as are not 
obtainable by the individual tourist, is 
the aim of Entertainment Chairman, 
W. L. Frost. Among the points to 
be visited are Santa Catalina Island. 
the magic island of the Pacific; Ava- 
lon, the center of the island life and 
gaiety, and the adjacent submarine 
gardens, seal rocks and moonstone 
beach; “Filmland,” some of whose 
sixty motion picture studios, ordinar- 
ily closed to the public, will be viewed 
by N. E. L. A. delegates; and choice 
parts of the “Orange Empire.” An- 
other magnificent trip has been 
planned to San Diego, which lies 
close to the Mexican border and is 
femed for its beautiful harbor and 
ocean scenery. Arrangements are 
now under way for an airplane “taxi” 
service, and it is hoped that a landing 
field can be established near Hotel 
Huntington so that guests can fly over 
the beautiful valley and foot hills and 
back to the hotel, without taking much 
time from the serious deliberations 
of the Convention. Engineers and 
technical men and others who desire 
to visit the great hydro-electric prop- 
erties of the power companies of the 
Southwest will be provided with auto- 
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Talking Point No.2: 











in a series to Jobbers’ Salesmen, showing 
why Hubbell Electrical Specialties make 
friends with your customers. 








These are the 
HUBBELL 


Individual Arcing Chambers. 


They make shortcircutting im- 


posstble in a Hubbell Receptacle. 





















An unbroken wall of solid 
porcelain surrounds each contact 
spring. The cap blades, passing 
through the narrow T-slot opening, 
are gripped in these two chambers. 


Any spark at make or break is 
thus inside the receptacle where it 
can do no harm. 


Hubbell Receptacles are made for 
wood and metal moulding, cleat wir- 
ing and concealed conduit work. They 
have the patented T-slot which takes 
any standard plug-cap, whether its 
blades are tandem or parallel 





Cap 5964 Parallel Blades 


HARVEY 


ELECTRICAL 


BRIDGEPORT 


Cap 5420 Tandem Blades 








SPECIALTIES 


CONN, U.S.A. 
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mobiles and guides for excursions into 


aa. 


the mountains. 
* * * 
Will Consider 
Fuel Problems 
Consideration of the fuel problems 
confronting the United States, with a 
view of conservation and more efficient 
use of coal through the medium of 
eleetrical energy properly and_ effi- 
ciently distributed, will be the domi- 
nating note of the Convention of the 
National Electric Light Association in 
May 18 to Shortly 
after the entrance of this country into 


Pasadena, 22. 
the war, it became apparent that the 
fuel supply was one of the big factors 
in the matter of production. Since 
that time the increasing use of elec- 
tricity in the most economical manner 
has been the aim of those studying 
the 
questions touching this phase of the 


the problem. Foremost among 
electrical industry are the electrifica- 
tion of steam railroads, the intercon- 
nection of transmission lines of elec- 
trical energy producing companies so 
that their production capacity may be 
maintained at a maximum and so that 
the electrical load may be shifted in 
such manner as may be necessary to 
most scientifically and economically 
meet demands, and the development 
of all available hydro-electric energy 
as rapidly as construction may be 


all will be 


and 


These matters 

detail 
papers to be presented at the Conven- 
the 
vear’s work on the part of 


financed. 


covered in by reports 


tion as result of more than a 
commit- 
tees and individuals. The tremendous 
amount of money needed by the elec- 
trical industry for financing exten- 
sions of service and expansions of 
plants has attracted the attention of 
bankers throughout the country, and 
representatives of several of the large 
banking interests will attend the Con- 
vention. 
%* & 


Nut Roosts on 
Live Wires 


After passing the night on_ tele- 
phone and telegraph wires at the 
intersection of two of the principal 


the downtown section. of 


Mobile, Ala., Charles Sanders, a line- 


streets in 


man, descended safely into the arms 
of waiting policemen who had pleaded 
with him for 14 hours to forsake his 
The officers said San- 
of 
had partaken at intervals 


perilous perch. 


ders was crazed with narcotics, 


which he 





when in the air. Current was cut off 
in that section of the city so the line- 
man would not be electrocuted. While 
on his roost the man performed many 
thrilling stunts, including standing on 
his head on an electric sign stretched 
cross the street. { 


* %* 


Pass 
This On 

Nothing “shows up” so much, noth- 
ing gives such an insight to the inside 
of stores and houses as a little stroll 
after dark. 
can make strolls profitable by noting 
the of 
those which are lighted in antiquated 


A quick-eyed contractor 


through windows residences 


fashion and which should have new 
equipment. 

The same thing is true of stores, 
and more easily determined. A walk 
down a main street after night can 
hardly fail to reveal a good seven out 
of ten stores that need more lighting 
facilities. 

Out of a given number of residences 
and stores that need better lighting, 
a contractor stands a very good show 
of getting a fair percentage of busi- 
ness by outlining his plans in advance 
(according to the equipment that ap- 
pears to be needed) and forming his 
plan of attack before opening the 
subject. 

This plan has been worked to good 
advantage by contractors, and it will 
be productive of good business in al- 
most any place if faithfully followed 
out and up. 

* %* 
Big Gain in Appliance 
Sales Except Irons 

Public Service Co. of 

[llinois, Chicago, reports that sales of 


Northern 


appliances between Jan. 1 and Dee. 
1, 1919, show a monetary increase of 
75 per cent over the corresponding 
period of 1918 and it is expected this 
percentage will be increased when the 
December figures are considered. 
Sales in every line of appliances in 
1919 showed a gain over 1918 with 
the exception of irons of which fewer 


were sold. Sales of washing ma- 
chines for the 11 months increased 


55 per cent, vacuum cleaners 155 per 
cent, fans’70 per cent, grills 200 per 
cent, portable lamps 350 per cent and 
vibrators 100 per cent. 

* * % 
Unique Postal Service in 
Canadian City 


Electrically operated postal service 


pillars combining the features of a 








stamp-vending machine, letter box and 
advertising medium are installed in 
the city of Toronto, Ont. The upper 
part of the pillar holds a drum on 
which placed advertisements, 
lighted by an electric lamp inside the 
drum. 


are 


The drum is revolved through 
The 


mechanism which moves it is operated 


90 deg. every three minutes. 


by a solenoid which works a plunger 
acting against a spring, the solenoid 
in turn being energized by a flasher. 
The stamp-vending machine contains 
1000 one-cent stamps and 1000 two- 
cent stamps with an electric heating 
element to keep the stamps in usable 
condition. A company operates the 
pillars under government license and 
installs them wherever there is a pos- 
tal delivery and in such quantities as 
are approved by the Post Office De- 
The the 
pillars and installs the stamp-vending 


partment, company erects 


machines, while the Post-Office De 
partment loads the machines and 
collects the money. There are now 


more than 200 of these posts in opera- 
tion. 


Combined Sales 
$500,000,000 

The total the 
three largest electrical manufacturers, 


combined sales ot 
the General Electric Co., the Westing- 
house Electric & Manufacturing Co. 
and the Western’ Electric Co., 
amounted to *500,000,000 in 1919 or 

The totai 
three 


just half a billion dollars. 
unfilled the 

panies on Dec. 31, 1920, aggregated 
$215,000,000, representing an_ in- 
crease of $42,500,000 over the figures 
of the previous vear. Klee 
tric’s unfilled orders amounted to 
$100,000,000, those of Westinghouse 
Electric to $68,000,000 and Western's 
to $47,442,000. Western Electric ex- 
pects to do a greater business this 


orders’ for com- 


General 


vear than ever before, while General 
Electric’s business is now running at a 
rate of $28,000,000 a month. 
* * 

Hold Question- 
Box Conference 

A novel way of threshing out per- 
plexities was inaugurated on March 18 
by 200 representatives of all branches 
of the electrical industry who met at 
the Boston, 
the auspices of the New England sec- 
of the National Eleetric Light 
Association. ‘The program constituted 


American House, under 


tion 


a question-box conference and was 
confined largely to questions and dis- 
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ANNOUNCING 
Edison Electric Appliance (O.hne. 


Service Staion 


W 

















E wish to announce the opening of a Service Station at 157 
Lake Street, Chicago. 


West 


In these new quarters, within the !oop district, every provision has been 
made to render a genuine service on all of our products. 
Salesmen for hardware and electrical jobbers will be interested in see- 
ing our facilities for giving complete and prompt service on any item 
in our lines. 


The Chicago Service Station is one of a group of stations maintained for the convenience of 


our customers. 





NEW 





Atlanta 24 Peachtree Arcade 
Boston 138 Purchase Street 
Los Angeles 505 Equitable Blda 
New York 140 Sixth Avenue 


Ontario, California 


The others are— 


Portland . . 
Salt Lake City, 


San Francisco, 


Seattle 
St. Louis . 


41214 


155 


Stark Street 
147 Regent Street 


New Montgom- 


ery St. 


Maritime 


1003 Pine 


Building 
Street 


EDISON ELECTRIC APPLIANCE CO., Inc. 


YORK 





5660 WEST 


TAYLOR 


CHICAGO 


ONTARIO, 


CALIFORNIA 





STREET 





ATLANTA 
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BUSS Fuses 


from 3 to 600 amperes in both 250 and 600 volts 
have been approved by the Underwriters’ Labora- 
tories, Inc., and are now being labeled 


**UND. LAB. INSPECTED”. 


There is an approved BUSS Profit is inc rea'sed—sa les 
Renewable Fuse for your re- made easy—for the jobber or 
quirement, no matter what it dealer who handles an ap- 


may be. See that you éet it. proved fuse. Get your start 


Send for “Fuseology’’—or ask a BUSS Wri i" 
Salesman for it. It will interest you. early. rite or wire us today. 


BUSSMANN MANUFACTURING CO. St. Louis, Mo. 


Branch Offices: 
New York 731 Broadway Chicago627 W.Jackson San Francisco 509 Mission St. 

















THE, JOBBER’'S iva SALES MAN * 











"THE Bussmann Manufactu- 
ring Co., of St. Louis, have 

purchased the Fuse Department Buy Ss | 

of the Appleton Electric: Co., Appleto gad ta 

of Chicago. 7 


Buss 


Fuse 


Business 


The manufacturing facilities 
thus acquired will assure an 
increased and reliable product- 
ion of fuse wire, link, and strip. 
This material will continue to 
embody the high quality for 
which it has been known in the 
past—a quality commensurate 


with the reputation of the entire 
line of 





Buss 
Fuses 


BUSS Renewable Fuses are approved by the Underwriters’ Laboratories, Inc. 
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cussions of commercial policy, mer- 
chandising of appliances, central sta- 
tion service matters and public rela- 
tions. 
the Massachusetts 
National 
Dealers 


By special invitation members 
of the 
of Contractor- 
the 
New England Electrical Supply Job- 


of branch 
Association 
and representatives of 


bers’ Club were present. It is such 
that 


relations 


meetings are present 


of 


putting 
inter-branch far ahead 
those of a few years ago. 
* * * 

Columbus Electrical 
Show a Success 

The fourth electrical show of Co- 
lumbus, O., held in Hall 


during the week of April 4, was 1 


Memorial 


complete success from both the stand 
point of visitors and exhibitors. Be 
sides the executive board, of which 
A. FE. Loeb, Avery & Loeb Electric 
Co., was chairman, and George FE. 
Fern, manager of the show, a great 
de al 


to the state university students and 


of credit for its success is duc 
jobbers’ salesmen traveling in Colum- 
bus territory. Students from the uni- 
versity distributed posters in cities 
and towns within a 75-mile radius of 
Columbus, and the jobbers’ salesmen 


An 


interesting feature of the show was 


acted as general publicity agents. 


the university students’ booth in which 
were “pulled off” many novel elec- 
trical stunts. Among the freak dem- 


onstrations were the typewriter which 


takes dictation and_ transcribes its 
notes immediately, electrical frying 


of eggs on ice, the speaking are lamp 





and the electromagnetic gun. In a 
corner of the building a mammoth 
wireless station was installed which 
received many long-distance messages 
during the show. The thorough co- 
operation of all concerned and the 
general interest of the public put the 
show across in a way gratifying to its 
sponsors, 
% * * 

Machine Drills 
Square Holes 

During the past few vears a device 
has been in the process of develop- 
ment, as useful as it is ingenious, 
which will drill a square hole through 
The 


device, which can be readily attached 


solid metal in a single operation. 


to any milling machine or drill press, 
is a square hole drilling attachment 
based on the principle of the Cardau 
circle. This tool, now merchandised 
by the Fairbanks Co. and known as 
the “Radbore”’ head, is of surprising 
simplicity. Although other 
devices have been brought to the at- 
tention of the public they have all 
heretofore proved impractical. 
* * % 


similar 


Akron Industrial 
Salvage Company 

Members of 125 industrial concerns 
in Akron, Ohio, in an effort to effect a 
saving of materials during the war, 
fermed an organization for the sal- 


vage of all usable waste called the 
Akron Industrial Salvage Co. The 


plan not only helped the government 


but was also a distinct source of in- 


come to the members themselves. 





One Queen and Three Generals. 





General who? 


78) 


- 


| 


General Electric From left to 


right we have Harry Lysell, St. Louis manager, Edison Lamp Works; Alada M. 


Stortzum, publicity manager, Wesco Supply Co., St. Louis, Mo.; Fred T. 


Benson, 


district sales manager, Edison Lamp Works, Chicago, and E. D. Payne, St. Louis 
manager, General Electric Co. 
popular young lady. 
lose her one of these days soov. 
married. 


Looks to us as though Miss Stortzum is quite a 
We don’t blame the Wesco company for being afraid they'll 
No, we don’t know how many of these bovs are 





Now that the war is over and time is 
not vital, still more benefit is derived 
from the scheme. The members send 
all their waste materials daily to a 
common warehouse. Here the various 
kinds of waste such as metal turnings. 
paper stock, and scrap iron, are sorted 
and baled ready for sale. 
ready market for the large amounts 
of reclaimed material which the com- 
pany had to sell. At the present time 
the concern realizes more than $6000 


There is a 


per month from the sales, and is plan- 


ning to build a large addition soon. 
* * x 


New Source of Rubber 


Supply 
A new source of rubber supply has 
been discovered and opened up 


through the researches of the botan- 
ical department of the University of 
California. It is stated that this 
source could already yield 300,000,000 
pounds for use in national emergency. 
The desert plant from which the rub- 
obtained is a of the 
States and flourishes in 


ber is native 
United 
not adapted to any other type of vege- 
tation. Should its cultivation ever be 
undertaken the important 


would play in the electrical industry 


soil 


part it 


is apparent. 
* * 
Vacuum Cleaner as 
Flea Extractor 
The information recently obtained 
by an electrical dealer of San Fran- 
cisco on the inquiry of one of his cus- 


tomers was that of another use to 
which the vacuum cleaner has been 
put. 


The woman in seeking to buy a 
small nozzle for her vacuum cleaner. 
stated that the one she had was satis- 
factory for cleaning house, but she 
wanted a smaller one that could be 
easier handled as she used the vacuum 
cleaner in extracting fleas from some 
of her pet collies and she took pride 
in keeping them clean. 

Varney Official 
Seriously Injured 

John F. Scott, vice-president of the 
Varney Electrical Supply Co., 121 
South Meridian street, Indianapolis. 
Ind., narrowly escaped death and sus- 
tained very serious injuries when his 
big Cole 8 collided with a taxi during 
the Easter blizzard. Mr. Scott was 
unconscious for three hours and de- 
lirious for three days. It was neces- 
sary to take 14 stitches in his sealp. 
We are pleased to report him, how- 
ever, well on the road to recovery. 
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Notes About Jobbers 


Marshall-Wells 
Executive Succumbs 
Harry Annis, late 
and managing director of the Mar 
shall-Wells Co. at Winnipeg, Canada, 
surrendered to Father Time early on 


vice-president 


€ 


the morning of February 23 last, at 
the Hospital, Yarmouth, 
Nova Scotia. Mr. Annis’ death fol- 
illness of several months’ 
duration. After about 30 years of 
service with the Marshall-Wells Co., 
he retired from business last July, be- 
cause of ill health, going from Winni- 
peg to his old home at Carleton, Nova 
until his 


General 


lowed an 


Scotia, where he remained 


death. 
* ¥ % 

Interesting New 
Company Formed 

W. H. Vilett, formerly of the Ster- 
ling Electric Co., Minneapolis, Minn., 
and who recently severed his connec 
tions with that company to form, with 
Harry Bohn, the Gainaday Electric 
Co., has also, in conjunction with H. 
H. Henley, and D. E. Ford, formed 
the Triumph Electric Co. with offices 
at 211 South Third street, Minneap- 
olis. The new company was organ 
ized first with the idea of going into 
the jobbing business, and secondly 
into high line transmission, especially 
giving service to farming communities, 
ways, distribution and 
ferm systems. One unique and inter 
esting feature about the new organiza 
tion is its plan to make every employe 
a stock holder. The plan is to set 
aside the equivalent of one year's sal- 
ary in seven per cent preferred stock, 
allowing the employe te pay not less 
than 10 per cent per year on this 
stock, so at the end of six years, with 
the amount that they have paid in and 
the accrued dividends placed to their 
credit, they have paid for the stock 
and it gives them a return of 70 per 
cent. At present every employe is a 
stockholder and each one is very en- 
thusiastic over the plan. Mr. Vilett 
says their enthusiasm is plainly re- 
flected in their work. W. H. Vilett, 
H. H. Henley and D. E. Ford consti- 
tute the board of directors. 

* & & 


also white 


Circulates 
Stock Sheet 

Twice a week, the Wesco Supply 
Co., 7th and Clark streets,.St. Louis. 


Mo., circulates among its trade, a 
Stock Bulletin showing the amount of 
The 


company believes that these 2500 bul- 


wire and conduit it has in stock. 


letins, which go to customers through- 


out Missouri, southern Illinois, Ar- 
kansas, Kansas, eastern Oklahoma and 
western Tennessee and Kentucky, are 
very effective business magnets. 
* x 

Buller Joins 
Mohawk Organization 

The Mohawk Electrical Supply Co., 
325 South Warren street, Syracuse, 
N. Y., have added to their sales or- 
Buller, formerly of 
the commercial department of the 
Public Co., Newark, N. J. 
Mr. Buller, who, the company says, 
is not all his name implies, will con- 


ganization C. S. 


Service 


tine his efforts to exploiting and sell- 
ing throughout New York state Edi- 
son Mazda lamps, Ivanhoe reflectors 
and Duplexalite fixtures. As a gradu- 
ate electrical engineer and with many 
years of experience in the commercial 
lighting work, Mr. Buller will be in a 
position to co-operate with the general 
supply salesmen of the company and 
electrical dealers to recommend and 
lay out up-to-date lighting installa- 
tions. Here's to you. Bull, old top! 


x * ¥ 


Wesco Co. 
Re-organizes 
G. M. Ellis, 


vice-president and gen- 


eral manager of the Wesco Supply 
Co., 7th and Clark streets, St. Louis, 
Mo., intends to combine pleasure with 
business by taking a well-earned rest 
at the time he attends the convention 
of the Electrical Supply Jobbers’ As- 
sociation at Del Monte, Calif., May 
12-14. In June, 1919, the company 
passed into thé control of entirely 
new hands and that time 
been under the direction of Lieuten 
Buchanan, 


since has 


ant-Colonel John Lee 
president, and Mr, Ellis, both former 
General Electric men. Since taking 
over the management of the company, 
Mr. Ellis has devoted a great deal of 
time and energy to its re-organization. 
He has developed a fine body around 
him and is deserving of a géod rest. 
Promoted to 
Wireless Manager 

J. De Blasia has been promoted to 


the position of manager of the wire- 
less department of the Manhattan 
Electrical Supply Co., 17 Park place, 
New York City. Mr. De Blasia has 
been actively identified with wireless 
development for several years. 
x % 

Bawled Out 

General Franklin Overbagh and 
Captain N. G. Harvey were severely 
“bawled out” by the chairman at the 
recent jobbers’ meeting at Chicago for 
discussing their plans of attack in 
1920 during class. They were told 
to stay after school, but empty stom- 
achs at the close, however. precluded 
all punishments. 











Clarence H. Wilson, Manager, Manhattan Electrical Supply Co., St. Louis, Mo., 
says he doesn’t know when a truck-driver’s strike will hit him and so he’s going to 
take no chances—he’s learning how to drive his new Nash truck now. “I believe in 
preparedness,” says Clarence. “Hap” Ward, his assistant, is “standing by” superin- 
tending his chief’s efforts. He's afraid Clarence will throw her into high before he 


lets out the elutch. 


The photo is a little dim, but it is Wilson, alright. 
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Convince Them = 
By Comparison 14 


If your customers have never tried 
TRICO FUSES they have no idea of their 
superior operating accuracy and the reduc- 
tion they can effect in their fuse mainte- D 
/ Silo nance. Aiea] 
atin No matter what fuses they are now using, a 
ges ih whether they are of the renewable or non- 
renewable type, Trico will serve them more 
advantageously. 

There are such features as “powder- 
filled’’ renewal elements, “‘indicating tags,” 
“self-aligning terminals,’ “Copper to cop- 
per contacts,’ and “‘air cushions,” that they 


will appreciate. 

We know that they are superior, but your cus- 
tomers won't know unless they try them. 

If they are willing to be convinced sell them a | 
trial order now to compare TRICO in actual op- Wil Le 
eration with any other fuse on the market. A 


The M. B. Austin Company |}: ||’ 


700 Jackson Blvd. Chicago, Ill. 
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McGraw Co. States 
Policies 

In an article appearing in a recent 
issue ot McGraw’s Equipper, Max 
McGraw, president of The McGraw 
Co., City, and Omaha, 
Nebr., publishers of the paper, tells a 
few of the ways through which this 


Sioux La:, 


concern upholds the morale of its em- 
ploves and affords a better and more 
valuable service to its trade. One of 
the outstanding features among the 
policies of the company is the permit- 
ting of any man of importance in its 
employ, after having been with ‘it one 
vear, to become a part owner of the 
company in proportion to the value of 
This policy, Mr. Me- 
Graw says, has beyond a doubt af- 
fected the quality of service the com- 
pany has able to He 
says further that the company has in- 
creased its capital nearly 50 per cent, 
practically all of which was taken up 
by employes and present stock hold- 


his services. 


been render. 


ers. In addition to this arrangement. 
The MeGraw Co., effective 
1920, has inaugurated the system of 
employes’ benefit under which plan it 


Jan. 1, 


pays to the family in case of death or 
to the employe in case of disability, 
amounts ranging from #500 up after 
one the 
amount depending upon the length of 


vear's service, increasing 


service. The plan includes every em- 
plove from the office boy up to the 
president, a total of over 100 persons. 
A further statement by Mr. McGraw 
gives strength to the belief that the 
jobber is becoming a more important 
tactor each year in the distribution of 
electrical products. He says that in 
1919 the of 
showed an increase of approximately 


business his company 
*1,000,000 over any previous year and 
that 
doubt from the way the year has 
started out that the addition of at least 
another million dollars worth of sales 
1919 is not a rash 


there seems to be no reason to 


in excess of even 
expectation. He announces, “We have 
booked specific non-cancellable orders 
for one customer for delivery in 1920 
of nearly $200,000 worth of merchan- 
dise and numerous orders for quan- 
tities smaller than this. Before the 
last of this had 
placed on its manufacturers specific 


January company 
non-cancellable orders, to be billed at 
the price in effect at the date of ship- 
ment, a volume almost equal to the 
total of its 1919 business.” Mr. Mc- 
Graw believes that this is the only safe 
way to insure sufficient supplies to 
take care of the demand and that the 


man with the stock, whether he be a 


jobber or contractor-dealer, is the man 


who will get the business. These opti- 
mistic statements should tend to ob- 
viate the more apprehensive views of 
the 


tained by some jobbers. 


conditions in near future main- 


New Jobber 
In Field 
Republic Electric Co. is a new elec- 
trical supply jobbing concern recently 
organized in Davenport, Ia., with of- 
fices at 121 East’ Front street. 
Thomas H. Harris, formerly with the 
Post-Glover Electric Co., Cineinnati, 
and the Varney Electrical Supply Co., 
Indianapolis, is general manager. He 
announces that the company will do a 
strictly wholesale only business, oper- 
100 radius of 


ating within a mile 


Davenport. 
* * * 


Erner & Hopkins Co. 
Experiences Fire 
Though fire in the warehouse of the 








Want to help wifie knock “LL” 
H. C. L.? Ask Charlie Fleming, man- 
ager of the Farm Light Department, 
Varney Electrical Supply Co., Indianap- 
olis, Ind., whose smiling countenance 
beams forth upon you from the extreme 
left of the above snapshot—he’ll tell you 
how. If you ever see a robust looking 
gentleman, all smiles, walking toward 
the market in Indianapolis with a basket 
on his arm, that’s Charlie. He knows 
where to get the good stuff to eat with- 
out paying a dollar a taste. He brings 
home the bacon for the family breakfast 
as well as for the Varney company. 


out of 


Erner & Hopkins Co., 55 Chestnut 
O., recently 
stroved a portion of the company’s 
building and stock, it has not, M. A. 
Pixley, president of the company. 
says, destroyed the essential part of 
the organization—the morale. Within 
six hours after the alarm had been 
sounded, temporary offices were 
opened at 26714 North High street. 
Storerooms were opened shortly after- 
wards. Although the fire interfered 
with the company’s service to a cer- 
tain extent it by no means crippled 
it. Neither did it halt the company’s 
participation in the Columbus Elec- 
trical Show held during the week of 
April 4. “Bigger and better and more 
finely equipped,” concludes Mr. Pix- 
“the Erner & Hopkins 


physical forces 


street, Columbus, de- 


Co. 
the 
ruins of the fire with a surprising 


ley, 
will rise from 


rapidity. In the interval our service 
will be so slightly impaired that very 
few, indeed, will be aware of it at 
all.” 


* * * 


Takes Regrettable 
Stand 

The McGraw Co., Omaha, Nebr., it 
is announced in that company’s publi- 
cation, McGraw’s Equipper, has been 
forced, through the stress of present 
day conditions, to take what it terms 
i most regrettable stand. It says that 
all orders will be accepted with the 
understanding that shipment will be 
made when it is possible to obtain the 
merchandise and that goods will be 
villed at prices in effect at the time of 
Such a position has been 
a large percentage of the 
and jobbers 
though deplorable, has become abso- 


shipment. 
taken by 
manufacturers and, 
iutely necessary, due to present un- 
vest, as exemplified by strikes, lock- 
outs and decreased productive effi- 
ciency prevailing in the plants of 
manufacturers. 
* * * 


Sell Your 
Salesmen First 

“Sell Your Salesman on Your Busi 
ness First, and Then the Public.” « 
point well taken by Harry Bohn of 
the Gainaday Electric Co., Minneap- 
olis, Minn., expresses a thought that 
ought to be driven home. A new sales- 
man should first of all be sold on his 
house, and his house’s products and 
selling policies, before he can be ex- 
pected to go out and sell the public. 
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Turning interest into a purchase is the process that trans- 
, forms goods displayed into goods sold—good display 
makes the job easier 
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Stimulating interest is the function of the 1920 
G-% Fan Super Sales Campaign. Starting with 
/ | good display it shows how to bring customers to 
| the store and, by skillful salesmanship, change in- 
| terest into appreciation, desire, decision and action. 


for arousing interest, booklets, folders and form | 
letters of unusual sales value are furnished G-E fan 

dealers. Don’t fail to get and use these excellent 

aids to a big fan business. 


‘are bring- 
Ff thousands 
npress them 
of the 1920 


\ > es Ce c 
\ The Rainbow! s impaign 


GE Fans 
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Housewiring time is the occasion to suggest details that . 
will broaden the use of electric service and extend its 


benefits 


eee: kes 


When you are talking to a housewiring prospect 
show a 
Wayne Bell Ringing Transformer 

as a necessary adjunct to the complete wiring 
plan. It not only adds a little to your job but 
adds a lot to the satisfaction your customer will 
derive from the installation. 

We have a handy leaflet that tells how to sell 
transformer specialties— also newspaper cuts of 
unusually distinctive design. They may be had 


for the asking. 
General Electric Company 
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G-E advertising is pointing out 
the vast sales opportunities for 
Wayne Bell Ringing Transform 


ers Tie in with this effort 





You will find your dealers re- 
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Keeping attractively packaged goods where the labels can 





tell-customers the utility of the devices is like adding a 


new salesman 


Counter display of G-E packaged specialties makes 
sales for you while your customers wait. The 
labels show attractively what the devices will do 
and create an immediate desire for their purchase. 
When the salesman approaches the customer the 
sale is already half made. 


A little leaflet, B-3486, lists and describes the line 
of packaged specialties——all fast sellers. Send for 
it and also a copy of the merchandising number of 
the G-E Advertiser, which contains many practical 
suggestions for the electrical merchant. 


41-106 General Electric Company 
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yeneral@Electric 


General Office ( Sales Offices in 
Schenectady, NY. omp any all large cities. 
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- Duplex-a-lites 


LIGHT 


WuiLe the E. S. J. A. is assembled in the annual convention 


and the minds of all in the Jobbers’ organizations naturally 
dwell on new ways of developing business most satisfactorily, 
remember that in the minds of the public, the millions of peo- 
ple who are to buy electrical goods, light or illumination is the 
channel of approach offering least resistance; that in their 


minds Electricity and Light are synonymous. 


If your organization is placed ina position to do lighting well 
by fitting the lamps you sell with proper equipment, you will 
do more to establish the prestige of your house with your deal- 





ers, and through them the public —an important factor in the 
electrical industry — than intensive effort in any other one 


branch. 


A Lighting Department with a competent man at the head of 
it, will increase lamp sales and profits on lamp equipment and 
raise the general standing of the house in the community. 


DUPLEX LIGHTING WORKS 


of GENERAL ELECTRIC COMPANY 
6 West 48th Street New York City 





Whe light to live with’ is inside® 
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Mr. Martin’s Mistake 


What an Industrial Discovered in Trying to Determine Reasons for 


OBERT MARTIN, general 

R manager of the Huntington 

Mills, was seated at the desk 

in his private office gravely examining 

a production report that lay before 
him. . 

“John,” he said to John Howell, the 
superintendent of the plant, who was 
sitting opposite him, “Something is 
wrong. In spite of every effort we 
have made to increase production, our 
reports continue to show a falling off 
in output. This would be bad enough 
in normal times; but now, with de- 
mand so far ahead of our output, it’s 
positively criminal and we can't let it 
continue any longer.” 

To Howell these words of the gen- 
eral manager came as a confirmation 
of thoughts that had been on his own 
mind for some time. He, too, felt that 
their production not what it 
should be both as to quality and quan- 
tity, and it was worrying him far more 
than he cared to admit. 

“You know I don’t believe in forced 


was 


speeding-up of production,” continued 
Mr. Martin. “We are not trying to 
drive our men. 
my belief that if manufacturing condi- 
tions were what they should be, maxi- 


It has always been 


mum output would follow as a matter 
of course. I’ve done everything I 
could to make 
pleasant for the men and have always 


tried to foster friendly relations with 


working conditions 


them. We now have an ample supply 
of material, our equipment is the best 
and all our men, as far as IT know. are 
[ thought thers 
was every reason for production to go 
up. Instead of that it’s slowing down. 
I can’t understand it.” 

“Does seem queer,’ said Howell. 

“You remember when we held that 
meeting of all employes,’ Martin went 
on. “At that time I told the boys 
what we expected of them and every 
single man promised to give us the 
best he had. I’m sure they have all 
lived up to their promise. Yet here 
is a mysterious leak, getting worse 
every month. You've been with us 
for 12 years, John, and you know the 


perfectly satisfied. 


Decreased Production 
By I. J. SHULSINGER 


National Metal Molding Co. 
plant from end to end. I[ want you 
to make a personal investigation and 
run this trouble down—and it’s hardly 
necessary to tell you how important it 
is that you locate it just as soon as 
possible. I'll expect a report from 
Martin 


buzzed for his stenographer to indi- 


you within a week,” and 

cate that the interview was at end. 
John Howell left the private oftice 

feeling far from confident. 


long used to handling “can’t be done.” 


He was 


jobs, but this latest assignment of the 
general manager's appeared almost 
impossible of accomplishment. How- 
ever, the knowledge that the produc- 
tion curve was showing a downward 
trend was disconcerting to him and he 
determined to make every effort to lo- 
cate the cause of it without delay. 
The day shift was just leaving and 
the night men were going on. Howell 
determined that he would start his in- 
and from 


vestigations right 
S 


that moment on he thought of nothing 


away- 


He went over every foot of the 
He talked to 


in all depart- 


else. 


factory and yards. 

scores of the workmen 
ments, looked over accident reports 
for months back, examined the con- 
stantly increasing pile of “seconds,” 
followed up every stage of manufac- 
from material to finished 


ture raw 


product. He neglected all his other 
duties, missed his meals and lost sleep. 
For three days and three nights he 
kept up the 
morning of the fourth day found him 


his investigation. and 
once more in Martin’s office. 
“T’ve found the trouble,” he 
coming to the point at once. 
the 


with a 


said, 
exclaimed general 
manager, sitting 
“What is it?” 
Howell leaned back in his chair and 
the 
streaming in through the window. 


“Good!” 


up start, 


glanced at morning sunshine 
“Light,” he said. 
“Light?” Mr. 

plainly puzzled. 
“Exactly,” continued John. “‘Arti- 

ficial davlight—the kind that gives the 

men a chance to do their best.” 
“But—” 


Martin repeated. 


“Oh | know you've tried to mak: 
things comfortable for the men. to 
give them everything they need to do 
a good job. But you made the mis 
take of overlooking one of the most 


important things of all—good light. 


“But we have lights—plenty ot 
them.” 

“So we have—lights, but not light- 
ing.” 


“T don’t understand.” 

“Well I’ve found out lots of things 
in the last three days—and nights.” 
said Howell. “Many of which I never 
imagined existed. When I left your 
office after our talk the other day | 
don’t mind admitting I was greatly 
worried. I didn’t know where to start 
looking for this trouble, but when I 
did start I found it on every hand. | 
discovered that practically all of our 
trouble is due to poor lighting. 
You've given us everything else we 
need to insure increased production. 
Overlooking the lighting was your on 
mistake, if you'll pardon me for saving 
50.” 
said Mar 


“Why I hardly gave the question 


“This is all news to me. 
tin. 
of lighting a thought. [ assumed it 
was all right, as a matter of course. 


“A mistake 
making.” 


many executives are 

“But our lighting system was com- 
pletely overhauled only four or fiv 
years ago,’ protested Martin. 

“But the art of artificial illumina 
tion has completely revolutionized in 
that time. 
convinced that I 


You see, since [ became 
was on the trail of 
our trouble, I’ve given the subject « 
Why our 
lighting system is practically 
lete.”’ 

“So you think poor lighting is tl: 
cause of our trouble ?” 

“T know it. 
few of the things I discovered during 
my investigation.” 

Mr. Martin looked thoughtful. 

“Go ahead,” he said. 

“Well, in the first 
Howell, “I discovered that our men 
that is. 


lot of thought and study. 


obso 


Let me tell you just a 


place,” said 


were not—er—comfortable. 
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Jobbers’ Salesmen 


Here’s a good way to help your dealers increase their 
business. 

Call this attractive advertising matter to their atten- 
tion. 


Tell them it is theirs for the asking. 


Get them to write in for a sample set of circulars if 
they want to make a selection. 


We will furnish an imprinted supply of any or all 
of the folders to dealers without cost. 


The Arrow, Electric Company 
Hartford, Conn. 


Chicago New York Boston San Francisco Syracuse Pittsburg 
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ARROW METAL 


\ 


HIS rosette can be used with a fixture 
loop, chain and shade to make a drop 
light, particularly suitable for kitchens 
and bedrooms where an inexpensive but neat 
single light fixture is desired. The rosette 
cover can be finished to match the hardware 


Another application of this rosette is showa 
with cord, tassel and silk shade This makes 
a most artistic fixture for high grade 

tial work, particularly if used with ¢ 

silk cord. -*** 


5 the shade 


Ras 
i finished White 


tch the wood 


Ss NOT THE i 


ATTRACTIY 


COVERED RECEPTACLES 


KEYLESS or Pull Receptacle with a 
shadeholder and shade or even with 
only a frosted iamp makes a very 
practical fixture for halls, pantries, stairways 
and porches. 
It would also be suitable for overhead light- 
ing in industrm! work 
The Keyless Receptacle should he used where 
there is a wall switch and the Pull Receptacle 
when there is no switch 
The metal cover can be finished to match 
the other fixtures if desired although the 
standard finish, Brus! s, would be in 
keeping with 5 e these recept- 
acles would 


Sockets 
Differ 
Yieke 


AND ROSETTES 


HIS Pull Rosette has the same adapt- 
ability as the Keyless Rosette No. 30) 
It has the added advantage of contro!- 
ing the light at the fixture which does away 
with the necessity of wiring to a wall switch. 
It can be used in either industrial work or 
house wiring as it takes both drop cord and 
fixture chain. 
The fixture possibilities with this rosette are 
practically unlimited; it can be used for a 
single drop ligh ~ S~-me to make up 
an indirect light 
and dining room 
The cover is atta 
support a heavy 


NEXPENSIVE | 
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the atmosphere in which they work is 
not cheerful—the men are not stimu- 
lated to 
light is the cause of it. 
feel out of sorts just as a cloudy, 
murky day does. On the other hand, 
when you get up in the morning and 
a bright, cheerful, sunshiny day greets 
you, you feel like sailing right in and 
doing vour best. Isn't that so?” 


“Yes, that’s certainly true, John,” 


work. Poor 


It makes you 


do their best 


s:id Martin. 

“And it’s the same way with good 
light,’ continued Howell. “It cheers 
and stimulates. Good light is also a 
tremendous factor in preventing acci- 
dents. An examination of some of our 
accident reports convinced me of that. 
You remember how Johnson was hurt 
last month by striking his head against 
a piece of iron protruding from one of 
the stock Good light would 
have pointed out this piece of iron, 
saved Johnson an ugly wound and 
saved us a month of his skilled labor. 
Then there’s the case of Dan Morgan, 
the best man, in his line, we've got. 
He tripped over a box—didn’t see it 
on account of the dim light, Dan told 
later——and laid up for six 
weeks. That's only two cases out of 
many—skilled men put out of com- 
mission by preventable accidents—and 


racks. 


me was 


constant accidents here and there in 
the plant have a bad effect on the rest 
of the men. Makes them over-cautious 

‘they don’t work as surely and stead- 
ily.” 

“| confess that I never considered 
lighting in connection with accidents,” 
said the G. M. “I suppose that is 
another phase of Mr. Martin’s mis- 
take,” he added, with a laugh. 

“Our spoilage pile told a story in 
itself,” continued Howell. “Why I 
found that the greater part of our 
seconds and rejects is directly trace- 
able to poor light. During the last 
three days I’ve seen many of the men 
walk to a window to set calipers be- 
cause the light over most of the ma- 
chines is too dim to set a micrometer 
correctly. I’ve seen a man put a job 
in a planer and try to plane to a 
scribed line with the entire line in a 
shadow. If they take a chance on the 
poor light they are liable to spoil the 
job and, of course, waste the material 
and if they walk to a window or better 
lighted spot they waste time. Some of 
our lights are so bright the glare 
makes it impossible to use a gage cor- 
rectly. I found that lights that 
too bright are as bad as those that 


are 
are 


too dim and we have plenty of both 
It makes it hard on the inspec- 


tours as well as the men.” 


kinds. 


Mr. Martin appeared to be amazed. 


“I had no idea our lighting system 
was so bad,” said he. 

“Another thing,’ added Howell, 
“Working in poor light causes the men 
to continually strain their eyes, and 
this eye-strain, | discovered, tends to 
tire a man out. In the early morning 
and late afternoon hours we suffer 
most from poor light; but remember, 
were running on a 24-hour schédule 
and we need good light every minute 
of it, not only at night, but for dark 
days, dark corners and on almost 
every job where absolute accuracy is 
needed—and that means _ practically 
every job in a plant like ours, as you 
Then the—” 

“Just a minute,” the general man- 


“T’ve heard enough 


know. 


ager interrupted. 

-enough to convince me that you've 
done a good job and I’ve done a bad 
one. You found the trouble—I caused 
it, for I admit I didn’t realize that our 
lighting was not right and how im- 








Looks as though Chester js saying 
“Here’s to the other fellow” but he’s 


not; he’s pointing to the “wholesale only” 
sign on the door to make sure we see 
it. The funny part of it is we don’t 
as it don’t seem to want it’s picture 
taken. The wearer of this perpetual 
smile is Chester E. Roberts, sales man- 
ager of the Indianapolis house of the 
Western Electric Co. 


portant it is that it should be right. 
What | want to know now is—how 
can we make our lighting exactly what 
it should be?” 

“Well, our system must be modern- 
ized and made efficient,’ John ex- 


plained. “Of course, we'll have to get 
expert advice but I think that by 


changing about our present electric 
circuits and putting in new fixtures 
and lamps we can get the results we're 
after.” 

“And what will it cost?” 

“Nothing.” 

“You mean to say all this will cost 
nothing ?’’ Martin asked incredulously. 

“Exactly,” said John. ‘When you 
consider what we will gain by it. 
Why it will cost us more to maintain 
our old obsolete lighting than to in- 
stall a complete new system. Good 
light is not an expense—it’s an invest- 
ment that pays big dividends in satis- 
tied workmen, better work, fewer acci- 
dents and increased production.” 

“That sounds good to me,” said the 
general manager. “And you've made 
such a thoroughly good job of the in 
vestigating that I’m going to commis- 
sion vou to see that the new system is 
put in. How soon can you start with 
the work?” 

“T’ve already started,’ smilingl 
answered Howell. “I’ve had a talk 
with Bill Harris—he’s the salesman 
who on us from our electrical 
jobber—and he’s going to bring an 
illuminating engineer from one of the 
lamp companies here. This expert 
will go over the plant, give us the kind 
of advice we need and design the 
There is no 


calls 


proper lighting system. 
charge for this service.” 

“That’s fair enough,” said the G. 
M., ‘“‘and as soon as they have told you 
what to do—go ahead and do it.” 

“T surely will,” grinned Howell. 
“That is, as soon as I get a little sleep. 
I need it, believe me.” 

“You look it,” said Martin, laugh- 
ing heartily, “and have a cigar, John,” 
he added, extending his private box. 
“Discovering ‘Mr. Martin’s Mistake’ 
is worth a good smoke, believe me.” 





Butler Changes 
Chas. H. Butler, for many years 
connected with the Newark Electrical 
Supply Co., is now in charge of the 
Davis Electric Co., Newark, N. J., a 
new retail electric appliance store at 
15 Central avenue. 
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Did You Ever See a Barrel 


No, you never did! A cooper who built such a barrel 
would be looked upon as insane. To reinforce a cir- 
cular container you place the hoops on the OUTSIDE. 
That’s why we place the heavy metal ferrules of the 
“Union” Renewable Fuse on the OUTSIDE. To re- 
inforce it. To hold it tight in a grip of metal. To give 
! it the extra strength necessary to withstand the enor- 
mous pressure of gases’ when a heavy short circuit occurs and thus to 
prevent a fire. 

The metal ferrules of ordinary renewable fuses screw inside the cas- 
ing, giving the gases of explosion a splendid chance to work deadly damage 
at the weakest point. For weakness, an inside ferrule. For strength, an 
outside ferrule—the “Union” type. 

And this is only one of the individual features which give “Union” Fuses 
unusual durability through 


STRENGTH 


Union Fuses, both Renewable and Non-Renewable, for sale by all 
leading electrical jobbers and dealers. Free descriptive booklet sent 


on request. 
oe Fuse — Co. 


CHICAGO NEW YORK 





Oldest and largest manu- 

facturers of Fuses, Electr- 
Protecting Materials 

and Conduit Fittinas 


et ETAL REINFORCES 
(a FIBRE TUBE 


Also in Boston, Cleveland, 
Angeles, Detroit, Kansas y, j pee 4 Le 

Pittsburgh. Philadelphia. W —— | cal 
Louis, San Francisco, Y : : | 

Minneapx iis, Indianapolis, 
mingham, Grand Rapids 
uaukes 





RENEWABLE 
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Old Bill’s Queer Notions 


Another Bill Spicer Story With a Kick—He Brings Home the Bacon 


’ automobiles which we’re now us- 


delivered to us when Old Bill parked 


ing to cover our territories, were 


his car in front of the office along 
with the cars: the rest of us ‘are using. 
[It wasn't long before we noticed some 
of the things we sell in the way of 
automobile accessories attached to his 
Bill is 


and this attracted our attention so we 


car. a queer fellow anyhow 


gave the car the once over. 


What do you suppose that fellow 
had He'd had 


over and everything electrical that we 


done? his car gone 
sell for the use of motorists he’d had 


He hadn't left a 


thing on it that was sold by anyone 


put on that car. 


of our competitors. 

The rest of us hadn’t thought any- 
thing about it. I don’t think any of 
us had noticed for example that the 
head lights were not of the make that 
sell. I the hadn’t 


thought anything about it. Those cars 


we know firm 
were supplied to us, not as an adver- 
tising medium or a traveling sample 
room but as a means of transportation 
for getting over our territories. The 
firm had its name painted in small 
letters the but of 
that hadn’t bothered about doing any 


on doors outside 
thing else to the car. 

Bill always has a good reason for 
everything he does but it’s often hard 
to make him give these reasons. Any- 
how we wanted to know what made 
him go to all this trouble so we began 
to kid him about the car which he'd 
dolled all up with our goods. After 
we'd kidded him for a while he started 
in to explain the reason to us in his 
I don’t be- 


lieve he knew we were kidding him. 


serious fatherly manner. 


He’s such a serious sort of chap that 
he doesn’t often see a joke anyhow. 
“Tl tell you,” says Bill, “why 
I fixed this this way. 
You've probably noticed that I’ve had 


car up 
everything from head lights to tail 
light that sell changed to 
make. I didn’t want to take 
chances in advertising the goods of 
I believe 


just as good if not better than those 


we our 


any 
our competitors. 


ours are 


I’ was only a tew days after the 


By J. E.x£BULLARD 


I believe that 
| owe to my customers to show them 
that I’ve confidence in the goods I 


of any other concern. 


sell by using them on my own car. 


“Sometimes it does’ make a lot of 


. ditterence: A friend of mine Ayas* tells: 


ing me about an experience he had 
when he was in college. This fellow 
worked his way through and had to 
eat at as cheap a place as he. could 
find. One of the 
ning a low-priced 


students was run- 

boarding house. 
Sometimes a fellow would miss a meal 
and have to go down town to a res- 
taurant to get something to eat and 
semetimes the food he got wouldn’t 
be satisfying enough and he’d have to 
get an occasional meal at a restaurant 
in order to keep from feeling hungry. 

“Well 


another 


night, when he and 
were in a restaurant 


getting something to eat, who should 


one 
tellow 


they see there eating a big meal but 
the the boarding 
house. My friend tells me that from 
that time on the number of boarders 
at that boarding house began to fall 
off. The fellows who'd been eating 
there after they learned that the man 
who it couldn’t stand the food 
decided it wasn’t a safe place for 
them to eat. They reasoned that he 
most certainly knew more about the 
food and how it was prepared than 
they did and that if knowing this he 
found it necessary to eat at a restau- 
rant rather than at his own boarding 
house it’d certainly be a might good 
idea for them to eat somewhere else 
before they got sick or so under- 
that they'd flunk their 


fellow who ran 


ran 


nourished 
courses. 

“T don’t want to take any chances 
of making any such mistake as this 
so I’m not going to lug around a lot 
of samples of the goods that our com- 
petitors sell. I believe my customers 
have a lot. of confidence in my goods 
now and I’m not going to give them 
any good reason for losing any of that 
confidence, if I can help it. 

“Not long ago I had an experience 
that was a good deal nearer home 
and which bore out the storv about 
the college boarding house. T called 





at a dealer's store while he was busy 
taking an order for fixtures from a 
couple whose house he had just wired. 
From what I was able to gather these 
people. had bought an old house ‘that 


~was piped fay, gag, but, didnt. have 


any electricity. They'd had this con- 
tractor and dealer wire the house and 
were now selecting the new fixtures. 

“This couple seemed at first to 
think that they ought to have a num- 
ber of combination gas and electric 
fixtures. The dealer, however, just 
went ahead and told them how he'd 
wired the new house of the president 
of the gas company. He showed them 
pictures of the straight electric fix- 
tures he’d installed. Before he got 
through telling about that job those 
people gave up all idea of any com- 
bination fixtures and bought straight 
electric fixtures for every outlet. You 
can see fellows what that gas com- 
pany president did to gas lighting 
when he used electric lighting instead 
of gas lighting in his own house. 

“I’ve heard of a number of cases 
along the same line and I'd be nerv- 
ous and scared all the time if I had 
any of our competitor's goods on my 
car. I’d be afraid that someday when 
I was taking a dealer for a little ride 
to collect some bills or close a sale 
that he'd be attracted to the goods 
that I'd be displaying on my car and 
that instead of buying from me the 
next time I came around he’d be all 
stocked up with the stuff I’d been 
displaying on my car. I just don't 
dare to take any chances.” 

That explanation seemed all right as 


far as Old Bill was concerned. He's 
a funny fellow anyhow. He’s not the 
sort of fellow you'd call a good mixer. 
I don’t think he’s ever taken a dealer 
out to dinner in his life. He acts as 
though he thought there was some 
lew against it and he’d be sent up 
for life if he took a dealer to lunch 
or to the theatre. I’ve heard it said 
though that he’s gone home with the 
dealer and let him feed him. Some 
of the fellows who are jealous of Bill 
say it’s because he’s such a tight wad. 
(Continued on page 62) 
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That Little Switch ts as Great a Convenience 


as the Electric Iron Itself 


HE little C-H 70-50 Switch is 

making thousands of electric irons 

more satisfactory and convenient 
every day. And yet because of the 
millions of electric irons, toasters, per- 
colators, grills, table stoves in use, the 
surface has just been scratched. 


You'll find that by selling an appliance 
such as an iron equipped with a 70-50, 
you'll have the user come back to have 


her toaster and other appliances sim- 
larly equipped. 


And getting the public into your place 
of business makes it easier to sell them 
other things, and they will. remember 
you when they want anything electrical. 


The next full p:ge Saturday Evening 
Post advertisement appears in the June 
5th issue. Watch for it—ask us for 
proofs of the ad. 


A new metal and glass cabinet is now ready for those 


dealers selling C-H 70-50 Switches. 


If you are at 


present handling these or are planning to, notify your 
jobber that you can use the new $2.00 display case to 


advantage. 


One is given free to a dealer. 


THE CUTLER-HAMMER MFG. Co. 
MILWAUKEE AND NEW YORK 


In Canada the C-H Seventy-Fifty Switch is made by 
Benjamin Electric Mfg. Co. of Canada, Ltd., Toronte 


CH 
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(Continued from page 60) 


You know Bill isn’t a very free 
spender. | guess he’s saved mone 


money during the past few years than 
all the rest of us put together. 
Anyhow Bill doesn’t spend any real 
money on his customers and it don’t 
‘make any difference what laws they 
Inay pass against using unfair in- 
Huence, they'll never be able to get 
anything on Old Bill as far as spend- 


They 


able to get something on 


ing real money is concerned. 
might be 
him though for taking too much in- 
terest in his customers’ businesses. 
When Bill wants to get one of his 
the right of 
mind to buy he follows a different 


course. I expect now that he has the 


customers into frame 


car he'll do a lot more bill collecting 


for his customers than he has ever 
done before. I understand he’s some 
little bill I know that he 


stands in well with the credit depart- 


collector. 


ment. 
that 
he always makes a 
the 


inighty 


The funny thing about it is 
Bill has to collect a_ bill 
better friend of 
It’s 
to 


when 


dealer he collects from. 


hard for some of us not 
make an enemy of them. 

Then when a contractor or a dealer 
is trying to land a big thing Bill just 
goes along and helps him land _ it. 
He's all the time doing something to 
help build up the business of his 
customers. I rather guess he'll have 
a big gasoline bill but then I wouldn’t 
put it past him to use the dealer's 
own machine on some of these helpful 
trips. 

Anyhow Bill is going to have his 
customers in his car more than any 
of the rest of us are likely to have 
and perhaps he’s right in fixing up 
his car the way he has. The more I 
think I'm think- 
ing I'll have to have mine fixed up 
the if the 
ahead and do it for us. 


about it, the more 


same way firm don’t go 


Bills a queer fellow but you can 


get a good many mighty good ideas 
from him. I guess he’s got one of 


those single track minds that Presi- 
dent Wilson tells about. Anyhow he’s 
on the track that always means more 
money for him and he’s mighty care- 
ful to watch all the signals. He’s so 
darned careful about every little thing 


that he’s mighty stingy with his 
words. He seems to be afraid that if 


he talks very much he will be saying 


something that might hurt a_ sale. 


May be that’s a good idea too, though 
But then 


it sure is a notion. 


queer 


I know I’ve lost more than one good 
sale myself by talking a little too 
much. Bill never loses any that way. 
I don’t see how he makes as many 
as he does by not talking anymore. 

I guess it’s because he reasoned 
everything out so thoroughly, the way 
he did about that automobile. Bill 
must be some relation of that author 
the teacher used to tell us about when 
I went to school. May be you know 
what that author’s name was. I don't. 
He’s the used to 
through the dictionary every little 
while to hunt word that he 
thought he needed to use in some 
story or book or other. 


fellow who read 


up a 


I don’t know whether Bill reads 
the dictionary everyday or not but [ 
do know that he reads G&very trade 
paper he can lay his hands on that 
has any bearing upon our business and 
I’ve heard it rumored that he’s got 
a trunk at home and a good sized 
trunk at that that’s full of diplomas 
that 
schools. 


he’s got from correspondence 
He sure has a lot of queer 
notions. The funny part of it is that 
he makes practically all of them in- 
crease his sales. I wonder if those 
trade journals and those correspond- 
ence courses have anything to do with 
it. Now take me. I haven't the time 
tu go pouring over books and papers. 
But Bill sells more goods than I do. 
[ guess I'll experiment a little by 
reading one trade paper anyhow and 
see if I do get any really worth while 
It’s costing so darned much 
to live nowadays that it’s worth try- 
ing anything once that has the faint- 


ideas. 


est promise of helping to boost sales 
enough so that the commission check 
has little bigger figures on it and the 
boss might get tender hearted enough 
to feel like adding a little more to 
the drawing account. 


Let George Do It! 
Thiemeyer, city 
man for the Central Telephone & 
Electric Co., 810 North Eleventh 
street, St. Louis, Mo., knocked the 
bottom out of all sales records during 
March. 


sales- 


George Rss 


George came across with or- 


ders amounting to over $18,500. 
Whaduyah thinka that? And _ he 


works on a commission basis too. As 
a hustler George is a speed merchant 
and he says he’s going to write some 
things about “pep” for THe Jopper’s 
SALESMAN soon. 





Shorty Makes Hay, Etc. 


ve ATCH ihe papers for items 
regarding shortages,” is the 
advice of “Shorty” Shore, Elkart’s 
eloquent and elongated expounder of 
the electrical Elysium. “Watch the 
papers for items about shortages, and 
you find opportunities for sales.” 


“How ask, This-a- 
way: When the women of a commun- 
ity get to talking about the shortage 
of servants, they make a jaw-mara- 
thon of it. They talk servant shortage 
all over the lot, but mostly to Friend 
Husband. And he comes right back 
with talk about the shortage of labor. 


come ?—you 


And she pipes up about the shortage 
of natural gas. And he slips in a 
phiase edgeways about the shortage 
of gasoline. And company drops in 
and they all talk about all sorts of 
And the next day the 
gabble about it at 
circle while the men moan about it 
at the Rotary Club. 
gets into the papers. 


shortages. 
women sewing 


From there it 


“Scene 2: Enter Shorty Shore the 
shortage shark, and begins to explain 
how shortages can be lengthened by 
electricity. Household labor 
beat the servant shortage; industrial 
lighting and neutralize the 
labor shortage; electric ranges make 
the gas shortage a blessing and elec- 
tric trucks don’t need gasoline. Every 
where I go in that town I explain 
how the nimble kilowatt replaces 
every shortage but brain-shortage, and 
that I supply myself.” 


savers 


power 


St. Paul Electric Renews 
House Organ 


After unavoidable absence of 
several months, Everlite, a monthly 
service bulletin, published by the St. 
Paul Electric Co., St. Paul, Minn., 
has made its appearance again. begin- 
Due to 
the stress of circumstances, the com- 
to 


devote all its time to the business of 


an 


ning with the February issue. 


pany says, it became necessary 
giving service to its customers, hence 
the cessation in publication of the bul- 
letin. Everlite includes discussions on 
current topics of interest to the com- 
pany’s trade and a price list covering 
a portion of the equipment handled by 
the publishers. 
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Any Standard:Shade and Holder can be applied 


without interfering with use of Side Socket. 


| suPE RIOR 
\ WIRING DEVICES 


BRYANT Dubl duty SOCKET 


Packed in Attractive Individual Cartons 


The Pull Chain Extension Socket with Duplex 
Edison Screw Base Outlets. 


Everybody can use. Anyone can appvy. 


Provides local control of light by means of pull 
switch. 

Provides an outlet for plug connection which can 
be used independent of light. 

Any medium base attachment plug, one piece, swivel 
or separable, or a lamp can be used in either socket 
without danger of not fitting. 









Side Socket will take any Edison screw base device 
and will carry 660 watts at 250 volts, which is ample 
for any energy-consuming device that is built for 
lamp base sockets. 


Lower Socket will take any Edison screw base device 
and will carry 250 watts at 250 volts. 









Retail Price $1. 60 Each. Two for $3.00. Schedule “B’” Discounts. 





THE BRYANT ELECTR#& COMPANY 


BRIDGEPORT, CONN 





NEW YORK CHICAGO SAN FRANCISCO 
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$1000 a Month in 
Wireless Sales 


Read How One Jobber Is Cashing-In 
on the Radio Game 


T has been said that the Lord 
helps those who help themselves 
and that those sit in the 
grandstand seats are those who are 
at the front end of the line—and 
Some believe in waiting for 


who 


early. 
business to stroll up to the front door 
and knock but the Mohawk Electrical 
Supply Co., Syracuse, N. Y., opines 
that the most profitable method is to 
fertilize the existing root and develop 
it into the full grown tree from which 
to pick the fruit. 

Getting nearer to the point we find 
that there are upwards of 300,000 
wireless the 
United States to whom the govern- 


amateur operators in 
ment recently restored permission to 
operate. Furthermore, the equipment 
of these 300,000 stations is somewhat 
cobwebby and rusty from non-use dur- 
ing the war. And again there are 
many new enthusiasts added to this 
number—those who took up the sub- 
ject in the service of the army and 
navy during the war and are continu- 
ing in the work in civil life. 

Taking these things into considera- 
tion and knowing that the distribution 
system for wireless apparatus was a 
trifle lax, this jobber contended that 
there was a large field and ready 
market 
supplies. Consequently the company 
placed the matter in the hands of a 
competent member of the organization 
who read all manner of wireless pub- 
lications and trade journals. He then 
visited the plants of various manufac- 
turers avid made a complete study and 
survey of conditions and prospects. 
As a result a small but well selected 
representative stock was ordered. 


for wireless apparatus and 


Just about this time, however, the 
Mohawk company learned of the 
formation of the Syracuse Radio Club 
with five members, and these five ad- 
vocates of aerial communication be- 
came the jobber’s first mailing list. 
The members were each written a let- 


ter and informed that the Mohawk 


had wireless material in 
stock and intended to go deeper into 
the subject day by day. 
the president of the club called to 
express his satisfaction at knowing 
that there was some concern in the 
vicinity from whom they could pro- 
cure supplies. 


company 


As a result 


The company co-operated with the 
club in increasing membership by giv- 
ing them the use of the conference 
room, advertising the club in the store 
and securing new members through 
the store sales force. In this way the 
membership of the club was increased 
to approximately 30. 


Furthermore, the Mohawk company 


found that these wireless enthusiasts 
knew more about the business than 
they so that the ordinary conditions 
prevailing in business were reversed 
in this particular instance in that the 
customers knew what they wanted and 
informed the seller accordingly, there- 
by enabling the company with the en- 
thusiasts’ knowledge and advice to 
build an intelligent 
manner and incidentally their own 


up a_ stock in 
knowledge of the business. 

At the present time the Mohawk 
company’s stock of wireless apparatus 
and supplies represents 140 separate 
and distinct items, made up all the 
way from parts for use in making the 
different devices to the complete units, 
running into a substantial amount of 
money. 

An active local business has been 
created, and it is this jobber’s ex- 
pectation to spread this activity 
throughout the state, developing a 
business in Wireless apparatus through 
dealers which will be as staple and 
attractive as the other sections of the 
electrical supply business. 

_With the interests in mind of the 
t ‘a rical jobbing business and the 
belief that all electrical equipment of 
whatsoever nature should be distrib- 
uted through jobbers to the consumer 
via the dealer route, this jobber natur- 


ally advocates that all electrical job- 
bers and dealers investigate and get 
into this business as quickly as pos- 
sible so that from the start of its 
broadeast activity it may be deflected 
through the most natural channels in- 
stead of being allowed to get into the 
hands of mail order houses and other 
than legitimate electrical concerns. 


Furthermore, considerable educa- 
tional work should be done by jobbers 
if they do get into the business by 
using their influence to see that the 
manufacturers of wireless apparatus 
distribute it on the proper basis and 
with proper consideration for the job- 
ber and dealer. At the present time 
there is a decided indication in the 
prices and price policy, that apply on 
these articles, of considerable igno- 
rance on the part of manufacturers as 
to the proper method of marketing 
their products, and the field is there- 
fore ready for the jobber to step into 
the situation and aid in guiding the 
industry along the proper lines. 

Aside from marketing wireless ap- 
paratus the company has erected a 
wireless station the roof of 
building on South Warren street and 
in order that those interested might 
fully learn the details of construction 
and operation it was erected under 
the supervision of experts. 

Andrew Dodds, former 
operator in the United States army, 
is in charge, and easily picks up 
messages from France, Italy, Sayville, 
L. I., and Arlington, Va. 

The distance between the masts of 
the antennae is 100 feet, being one of 
the largest outfits in the state. 

Judging from the results obtained 
by the Mohawk Electrical Supply Co.., 
it will not take an Ouija board to 
forecast the possibilities and prospects 
for the electrical supply jobber who 
gets into the ring at this first stroke 
of the bell. 

The wireless telegraph is becoming 
a most popular subject with the youth 
of the United States and this, to- 
gether with the rapid development 
along commercial lines, will not long 
hence create a much larger and very 
desirable demand for apparatus. 
Nevertheless, as this company says, if 
the electrical supply jobber does not 
avail himself of the opportunity of 
deflecting this business through the 
proper channels at this, the beginning, 
it will be extremely difficult to do so 
later. 


on its 


wireless 
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ona tardy salesmen missed 
out on our 18 months offer. 


They intended tosign the coupon 
LOMOTTOW. 


Of course they want the paper— 
don’t you think so? 


Let’s keep the family together! 
You can help, if you will, by reminding 
the boys you meet that —TTHE JOBBER’S 
SALESMAN will be published twelve 
times a year, and if they don’t want to 
miss any copies they had better sub- 
scribe quick. 


THE JOBBER'S SALESMAN 


d by the ELECTRICAL TRADE PUBLISHING CO. 
1018 SO. WABASH AVE., CHICAGO, ILL. 
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There are only a 


few who haven't 
come across, but 
those few should also 


be boosters. If you 
know of one, give 
him this coupon to 
send in. Thanks. 
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WHAT NATIONAL MAZDA LAMPS 
MEAN TO THE JOBBER’S SALESMAN 


IV 


IR], EW developments in National MAZDA 
YAS lamps, such as the MAZDA C, the 
white MAZDA and the Bowl- 
enameled lamp,are assured along with the 
future quality of the whole line through 
MAZDA service and all the research work 
of the General Electric lamp laboratories. 






This is an assurance to the jobber’s salesman of a con- 
tinually preferred position in selling MAZDA lamps. 








NATIONAL 
MAZD 

















NATIONAL MAZDA lamps sell themselves 


wherever the blue carton is displayed 
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Need Lighting ? 
Ask Ivanhoe! 


Most factory executives take a common-sense view 
of lighting. They have proved to their satisfaction 





that good lighting has a direct relationship to both the 
amount and the quality of output. They realize, there 
fore, their need of consultation with a man who under- 
stands lighting as a factor in production and not merely 
as a problem in wires, sockets, and lamps. Just as 
INANHIOL has gained a leadership in the manufac 
ture of scientific shades and reflectors, so Ivanhoe urges 
that salesmen sel! more lighting equipment by co-operat 
mg with factor cutives and regarding good lighting 
as a production proviem. 


IVANHOE-REGENT WORKS of General Electric Co. 
Cleveland, Ohio 


hoe” Steel Reflectors, Lighting Glasswas 
Selt-.ldjusting _lrms, and Illuminating 


“Service to Lamps’ 


AV/AN IS (0) 2 


SHADES~ REFLECTORS 
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SELLING INDUSTRIAL LIGHTING 


have only to talk to a single one of 
these plant officials who believe in 
good light but haven't it, to find 
what’s wrong. All the good stuff 
about increased production, etc., rolls 
off of such an executive like water off 
a duck. Why? Simply because he 
thinks his obsolete lighting is all to 
the good. He congratulates himself 
that he is wise enough to have good 
lighting when ,he doesn’t even know 
what it is. He’s like an unsuspecting 
kid with a lead quarter; happy in his 
ignorance. 

Obviously you must prove to this 
man that his plant is not well lighted. 
Your mere statement is not sufficient 
to convince, but night photographs 
taken in well lighted plants, especial 
ly plants in similar lines of manufac- 
ture, will carry conviction. Most per- 
suasive of all are “before” and “after” 
pictures—photographs of plant inte- 
riors, taken at night under obsolete, 
inadequate illumination, which may be 
compared with photographs of the 
same locations after better light has 
been provided. Dozens of such pic- 
tures have been printed in booklets 
issued by lighting equipment manu- 
facturers; many lighting articles in 
the trade papers have been thus il- 
lustrated, and publications of several 
of the electrical societies and associa- 
tions contain similar illustrations. 

The foot-candle meter is, of course, 
the final test, but pictures are excel- 
lent preliminaries to such tests and 
will add greatly in clinching sales 


(Continued from page 7) 


whenever the foot-candle meter is not 
available at the opportune moment. 


Your Own Picture Book 

One of the greatest sales helps you 
can possibly have is your own port- 
folio of industrial lighting pictures. 
Whenever you sell better lighting to a 
immediately arrange to get 
Se- 
cure a good photographer to do the 
job, because taking photos of this 
kind is an art in itself. Explain to 
him precisely what you want—night 
pictures; no moonlight or twilight 
glim coming through the windows. 
Tell him you want all the lights 
turned on and no empty sockets or 
Impress on him 
use flashlight or 
Get it 
firmly fixed in his mind,that you want 
pictures which will show an _ honest 
the and 
“after” illumination effects—not just 
pictures of the lighting units, but 
rather of the machinery, the floor, 
shadows, glare, etc.. Above all, the 
photographs want to be honest. It is 
the easiest thing in the world for the 
potographer to make the camera tell 
lies, so impress on him that you want 
truthful pictures and no retouching or 
other manipulation, 


plant, 
“before” and “after” pictures. 


burned out lamps. 
that 
other auxiliary illumination. 


he must not 


comparison of “before” 


Nearly everybody is just a mite 
When the 


homeliest girl in town can go to a 


suspicious of photographs. 


studio and come home with a dozen 


large cabinet photos which would 


EIGHT OR NINE TRUNKS TO CART AROUND,—— 
































NW 





“How would you like to be a millinery salesman and have eight or nine trunks 
to cart around?” 


make Venus turn green with envy. 
one sort of suspects that the photog- 
rapher was more moved by commer- 
cialism than by love of his art. Also 
the picture of the 22-pound pickerel 
that your neighbor caught on his vaca- 
tion when you know darn well he 
never caught anything bigger than a 
perch, has a “fishy” look. So it is 
well to be extra particular about the 
veracity of your industrial lighting 
photos and to make the point in ex- 
hibiting them that they are absolutely 
on the level. It pays too to have gen- 
erous sized photographs, say 8 by 10, 
because size gives impressiveness. 
Such pictures will cost several dollars 
apiece, but they will be worth hun- 
dreds to you as sales aids. 

When you paste the pictures in your 
portfolio, jot down below each one 
the “dope” on the installation; name 
of the plant; kind of work done ‘in 
the particular ‘location where the pic- 
ture was taken; color of ‘walls and 
ceiling; total’ number of' outlets; size 
and type of lamps‘ and reflectors ; 
mounting height; ‘spacing; average 
foot candle intensity; and, if you 
wish, a neat diagram showing the lay- 
out te scale with number of lamps to 
a circuit. If you have also the cost 
figures these will come in handy, giv- 
ing you an idea, at least, on which to 
base snap judgment as to the cost of 
similar installations. 

A well filled picture book of this 
sort is not only a big help in selling 
tactory lighting improvements, but it 
may also become your installation 
Bible. For example, let’s say that 
you have sold lighting equipment for 
a machine shop to a certain factory. 
You have the picture and the installa- 
tion data in your book. Six months 
later you find yourself trying to sell 
better lighting to another factory ma- 
chine shop doing a similar class of 
work. Your book not only contains 
the picture of a well lighted shop of 
this kind but contains as well the 
“dope” which shows you instantly 
what sizes of lamps and reflectors are 
needed and how to install them. 


Without doing any figuring whatever, 
you can assure your prospect of a 
good installation, and possibly guess 
fairly close at the cost for the com- 
plete job. Several lighting salesmen 
are making good use of just such pic- 
ture books and at least one star sales- 
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Be Thoroughly Acquainted 
WithApex Features 


“Know your goods” is the first rule in salesmanship. ‘The 
strongest selling arguments can be presented on Apex Cleaner 
exclusive features— 

How the Apex inclined nozzle cleans under low furniture, 
right up to the very baseboard and into difficult corners,— 


How the divided nozzle insures even cleaning, the 
thin slot opening insures thorough cleaning. 


and 


Learn all about the simple 
of the Apex, which makes for 


nozzle adjustment—about the simple construction 
lightness and durability at the same time. 

These and many other distinctive points of superiority in Apex Cleaner con- 
struction are fully explained in the Apex Photo Manual. Every Apex dealer and 
salesman should have a copy constantly with him for reference. 

THE APEX ELECTRICAL DISTRIBUTING CO., 
East 152nd St., Cleveland, O 
Made in Canada by: 


APEX ELECTRICAL MFG. 
102-104 Atlantic Ave., “ 


rHE CO., LIMITED, 


loronto, Ont. 





i 








APEX DISTRIBUTORS 


MOORE- RAnDLES t oteee co. 
Birmingham, 
ELEC. RY. & MFR'S, 8U P. CO 
San Francisco, Calif 
ILLINOIS ELECTRIC CO 
Chicago and Los Angeles 
THE NEW ENGLAND ELEC. CO 
Denver, Colo 
DOU BLEDAY- HILL ELEC, CO 
Washington, Cc. 
LIVINGSTON YONG E CO. 
Jacksonville, Fla 
GILHAM-SCHOEN ELEC. CO 
Atlanta, Ga 
INTERSTATE ELEC, CO 
New Orleans, La. 
WETMORE-SAV. AG E CO 
Boston, Mas 
THE STROUD- MIC HAEL CO 
Cleveland, Detroit, Pittsburg? 
HACKETT, GATES, HURTY CO 
St. Paul, Minn. 
FUNSTEN ELECTRIC CO. 
Kansas City, 
CENTRAL TEL. 
St. Louis, Misso 
—— ae EQU IP MENT co 
sutte ont 
KORSMEYER COMPANY 
Lincoln 
NEWARK EL Pe. 
Newark J 
SACKE ue ELECTRIC CO 
uffalo, N. Y 
KIMB ALL ED ECTRIC CO. 
New York City 


UTIC ~ ae APPLIANCE CO 


THE 
SUPPLY CO 
H 3 


U N 
c AROLINA STATES ELEC. C0 
Charlotte, N. C 
UNITED ELECTRIC CO 
Oklahoma City, Okla 
FOBES SUPPLY COMPANY 
Peortiond and Seattle 
FRANK H. STEWART ELEC. «+: 
ees Pa 
SU inne ahaa 
RY ELECTRIC co 
Dallas, Texas 
The MINE & Soren. 
El Paso 
TEL-ELEC TRIC 
Housto exa 
INTER Mot NTAIN ELEC. CoO 
Salt Lake City, Utah 
Ww Mt. REAY = COMPANY 
rfolk 
FRON ‘T Comp ANY 
Wheeling, W. Va 
CANADIAN 
Me DON AL. D & WILLSON, Lt 
to and Winnipeg 
& COMPANY Ltd 
Winnipeg 
THI PASTERN ELEC Ca. Lt 
St n, New Brunswick 
SUN jac TRIC AL CO., “Ltd 


SUP: CO 


*C OMP: ANY 


THE 


DAWSON 


Re a sk 
GENERAL SUPPLIES, Td 
Calgary i Edmonton, Alt 
EB HORSMAN ~ 

Vancouver, B 5 

ee COUNTRIES 
BAR — &C 

Jol neshur 


H a HRMAN «& 


SON 


COMP ANY 
Argentina 
J. Mire HELL. 
a ral Australia 
DI Ne AN W 5 ” co 
naor Fr 
sor 1 TE iv PLECTRIC 7 
MORS. Pa F 
w. ¥ TECHNISC HE 
MAATSCHAPPY 
Amsterdam, Holand 
R. & STOKVIS x —- Ir 
Rotterdan Ho 1 
MONTI & MARTINI. Milan. It 
E. W. MILLS & COMPANY 
V N 


lingtor ew Zealand 
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man has even a step farther. 


His book contains, on the page ad- 


gone 


joining the photograph and installa- 
tion data for each plant, a testimonial 
letter from the factory manager to 
the effect that he is pleased with the 
new lighting and feels that it is a good 
investment. These testimonials are 
worth more than diamonds and rubies 
to this particular salesman. 
Pictures Instead of Sample Goods 
How would you like to be a milli- 
nery salesman and have eight or nine 
trunks to cart around, not to speak 
of the bother of arranging to get 1 
display room wherever you stopped, 
with the added burden of wheedling 
the tired buyer into putting on his hat 
and coming down to see your layout? 
Pictures have solved some of these 
dithculties, the 


salesman to few 


enabling millinery 


carry a samples ; 


odds and ends of materials used in 
making hats; and a raft of photos to 
indicate new styles. Thus he is able 
to go to the buyer instead of making 
the buyer come to him. The 


idea has been applied to countless 


same 
other lines. While you probably do 
not carry samples of lighting equip- 
inent with vou, there are times when 
help. Photographs 
will do the job nearly as well and they 


samples would 
can be put in the same book with your 
pictures of lighting installations. 
Why not add a complete set of pic- 
tures. of your line of factory-lighting 
equipment to vour portfolio? 


The_Corte-Scope 
When vou were a boy the stereo 
scope was as popular a piece of parlor 
furniture as the Victrola is now. Per- 
haps vou will remember weary Sab- 
bath the — folks 
wouldn't let you play ball with the 


afternoons when 


heathen element. As a substitute ex- 
citement you gazed through the stereo 
scope at pictures of the hardy Swiss 
climbing the Matterhorn or of Swed- 
ish maidens in peasant costume. 
Stereoscope gazing is no longer a 
popular indoor sport in the more en- 
lightened sections of our country, but 
the old 


for business uses. 


instrument has been revived 
It has been made 
smaller, lighter, better and collapsible, 
so that with a set of pictures it may 
be stowed away in a box about the 


size of a Kodak. 


tured and sold at a low price under 


It is now manufac- 


the trade name of “Corte-scope” and 
i, used by a considerable number of 
Several manufac- 


lighting salesmen. 


turers of lamps and reflectors have 


made corte-scopic photographs of 
their lines of lighting equipment and 
of good industrial lighting installa- 
tions. These photographs -are avail- 
able to jobbers’ salesmen who are 
using the Corte-scope. 

In employing the Corte-scope. a 
reasonable amount of tact should be 
exercised. It is not the thing with 
which to open an interview and some 
prospects may not take kindly to it 
time. If your man shows a 


the 


at any 
particular interest in pictures, 
Corte-scope is an ideal sales ally. 

Equipped with enough good indus- 
trial lighting photographs, a deaf and 
dumb man ought to be fairly success- 
ful these haleyon days in selling bet- 
ter factory illumination, A man that 
ean talk and show pictures at the same 
time simply has duck soup on tap all 
the time. 


How to Meet the 
Skeptical 


A JOBBER’S salesman very fre- 
quently makes a better impres- 
sion by assuming a neutral attitude, 
halfway between the manufacturer's 
the buyer's skepticism, 


claims and 


than he makes when he tries whole- 
heartedly to back up the manufacturer 
whose lines his firm distributes. 
Take the subject of industrial light- 
ing for example. ‘The lamp interests 
recently published some very startling 
that fac- 
tories can increase their production 
to thirty-five 
simply by installing very high inten- 


data which tends to show 


from eight per cent 
sity illumination. On the face of it, 
this claim appears “too good to be 
true” to the average factory execu- 
tive, and his reaction very frequently 


He thinks 


the lamp people are either exaggerat- 


is one of absolute disbelief. 


ing or trying to make a fool of him: 
he pulls up cold and refuses even to 
consider the supporting facts which 
are offered in such abundance to prove 
this statement. 

Now, the jobber’s salesman has an 
take 
Instead 


opportunity in such a case to 
a diplomatic middle ground. 
of lining up staunchly and irrevocably 
with the lamp manufacturers, and thus 
sharing with them the suspicion with 


which the customer views their—to 
him-—extravagant claim, the jobber’s 


man can adopt some such line as this: 


“Tt doesn’t sound reasonable that a 


sweet-running factory like yours could 
show any such increase in production 
as these people claim; still, I’ve never 
yet caught the lamp men stretching 
the truth. Their 
mighty conservative bunch—they lean 
over backwards so far that they bump 
their heads sometimes. But thirty-five 


engineers are a 


per cent! Why. that would mean add- 
ing a third to your output: you'd ship 
8.000 machines a month instead of 
6,000. You'd save putting up that No. 
3 factory just when labor and ma- 
terial are sky-high. 

“Let’s look into this thing. ll 
check these birds up for you and find 
out if they didn’t move a decimal point 
over one space to the right, when 
they their calculations. [JI 
figure a way to test this proposition 


made 


out in practice. If necessary, I'll drag 
one of these factory lighting sharks 
down here and make him either de- 
liver the goods or eat his words.” 

Such a middle course need not 
weaken the salesman’s position, need 
not lay him open to an accusation of 
dislovalty against the manufacturer 
whose goods he jobs; it simply places 
him in the position of “taking the 
buyer's side” of the question. Instead 
of trying to sell the factory executive 
by main strength, he says, in effect 
“Let's investigate this proposition to- 
gether.” 

The results are often better when 
this followed. 


when the manufacturer's claim is so 


course is especially 


strong as to sound like exaggeration. 


McMorris Now a Con- 
tractor-Dealer 


S. J. MeMorris, otherwise 
as “‘Mae,”’ 


vears has been a loval worker in and 


known 
and who for the past three 


a real booster for the Matthews Elec- 
tric Supply Co.. Birmingham, Ala., 
has cashed in his checks with the low- 
ly jobbing business to enter the lofty 
position of a contractor-dealer 
(‘apologies to Bill Goodwin,” says 


Current News, a Matthews publica- 


tion). Mac intends to tie up with 
Joe Boroco of the Boroco Electric 
Co., Pensacola, Fla. “A team like 
Mae and Joe,” says his former em- 


plovers, “are bound to lay away quite 
a pile of shekels for the proverbial 
But we 


Don't get the shekels mixed 


ainy day. sure hate to see 
him go.” 


with German marks, Mac. 
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$100.00 for a Slogan 


We invite the co-operation of electric dealers and 
jobbers and their salesmen in our search for a 
snappy, concise slogan that adequately describes 
the operating principle of the A-B-C Super 
Electric Washer. For such a slogan, that we 
may adopt in the A-B-C National Magazine Ad- 
vertising, we will gladly pay the sum of $100.00. 








Most of the readers of this publication are familiar with the 
fact that the 4-B-C Super Electric combines the two leading 
principles of washing clothes: 


The Cylinder 


In a tub of sudsy water, the soiled things are lifted, dipped, squeezed 
and the dirt flushed out, to settle at the bottom of the tub. 


The Oscillating 


The reversal of the cylinder after each revolution rocks the washable 
fabrics to and fro, tossing them back and forth with the sudsy water 
to loosen the dirt. 


This individual feature of continuously alternating the two 
best ways of washing clothes, giving the purchaser the advan- 
tages of both methods in one washer, ends discussion as to 
which is preferable. Both are effective. In the A-B-C Super 
Electric you GET both. 


Can you coin a sentence, phrase or compound-word 
that will tell this story at a glance? 


There are no ‘‘strings’’ attached to this offer ex- 
cept that the contest will close June 15th, 1920 


Altorter Bros. Company 


Foreign Sales Dept. 


49 Broadway, New York PEORIA, ILLINOIS 
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AN ALMOST SILENT SALESMAN 


with the facts. 
course, and it somehow made me feel 
better just to witness his discomfort— 
on the theory I suppose that misery 


They had him of 


loves company. But for a while this 
unlucky one expressed his convictions 
regarding the unsuitability of the 
magazines to the needs of the people 
of that town so convincingly that he 
had me almost persuaded he was cor- 
rect in his contention. And I was 
making great success of accounting 
for my own slump on that same basis 
when the boss of the crew cut loose 
with some brass-tack observations that 
knocked that theory into a cocked hat! 

“He told the unlucky one that the 
fault was his and his alone, that the 
territory he had worked was no differ- 
ent than the sections the other boys 
had worked over. And he drove that 
fact home and 


(Continued from Page 9) 


two bona fide orders, soliciting only 
strangers and persons unfamiliar with 
the terms of the bet; he was to have 
until six o’clock that evening for the 
trial. The crew manager was game all 
right, and put up his end of the 
stakes, a five dollar bill, without any 
show of doubt or hesitancy. Then 
they commenced to argue about how 
it was to be established that the bet 
had been won fairly; the unlucky one 
appeared not to relish the idea of any 
of his mates going along with the crew 
manager to observe his actions, prob- 
ably because he felt that their sympa- 
thies were with the crew manager. So 
they turned finally to me, who had 
an obvious witness of all that 
had occurred, and asked would I go 
along within easy ear shot of the man- 
ager and report on his actions. T had 


been 


stationery store across the street from 
the hotel and purchase a small pad ot 
yellow scratch paper and a new soft 
lead pencil. Then he walked a block 
or two away from the hotel, with me 
trailing along a few feet behind and 
alive to take in all that occurred. A 
grocer was standing in front of isis 
shop, his arms folded under his apron, 
and his eyes following a spirited team 
that was passing. My man walked 
directly up to him and held out his 
magazine, a subscription blank lying 
on top of it and kept from blowing 
away by the salesman’s thumb. The 
thing was done so positively that the 
merchant instinctively responded. by 
unfolding his arms and taking the 
magazine and the blank into his two 
hands. Then the salesman wrote 
something on the yellow pad and held 

it up so that the 





nailed it down 
by declaring his 
fault was that of 
talking too much. 
In the most con- 
vincing words I 
ever listened to, 
and illustrating 
his points with 
some ofthe odd- 
est slang and 
weirdest oaths ? 
ever heard, he 
showed how this 
fellow was talk- 
ing his prospects 
into sales and 
out of them 
again without 
having allowed 
them time or op- 
portunity to sign 
the subscription 
blank. And he 
declared that he 
could his 
point by 

out then 
there and secur- 


prove 


going 
and 





merchant could 
read _ it. I 
learned later 
that what h 
wrote was this: 
‘Good buy. Lool. 
it over. Terms 
on the blank.’ 
The _ procedure 
was a novelty to 
but I 
have sinc: 
learned that it 
been done 
many times and 
that it is not 
really a difheult 
accomplishment. 
Anyway. the 
merchant looked 
through _ the 
magazine and 
the premium that 
was given with 
it; read _ the 
blank over thor- 
oughly; signed it 
and handed it 
back together 
with a dollar 


me then, 


has 











ing one or two 
bona fide orders 
without saying so 
much as one 
word. 

“Well, one word led to another until 
finally the unlucky one offered to bet 
that the crew manager could not make 
good his boast. The conditions were 
that the crew manager was to secure 





“Tae Tuine Was Done So Positivery THat tHE MERCHANT INSTINCTIVELY 


RESPONDED.” 


been itching to do just that and ac- 
cepted with alacrity, forgetting al! 
about my empty stomach in the desire 
to witness what might take place. 
“The first thing the crew manager 
did was to repair to a small, school 


bill, for which 
the salesman 
gave him a re- 
Then my man gave the mer- 
a gesture of gratitude and 
Not one word had h 


ceipt. 
chant 
moved on. 
spoken. 
“The next few efforts—it was so 
long ago I’ve forgotten how many 
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JOBBERS’ SALESMEN anpD FARMERS 


ITH the Delta-Star 

Service Certificate 

Plan of developing 
farmer business; the principal 
objection of the central 
station — namely, cost 
of building 1ines—is 
overcome. 


Hence every utility 
should be vit: ally inter- 
ested. 


Why not try out one 
of the progressive com- 
panies in your terri- 
tory? Show them how 
it is possible to increase 
their revenue with prac- 
tically no additional in- 
vestment. Farmers are 
anxious for 24-hour 
service. They gladly 
buy service certifi- 
“ates. 

This money pays 
the entire cost of the 
line, including a Delta- 
Star Unit-Type instal- 
lation at each custom- 
er’s premises. And 
costs the farmer less 
than a private plant. 

Offer to go with a 
representative of the 
utility and help line 
up the farmers. Also 
enlist the co-operation of the 
contractor-dealers. In some 
‘ases thev build the lines. In 











any event the house-wiring 
and sale of lamps, motors and 
appliances is very much worth 
their efforts. 





A Unit-Type Farm Equipment. 


Conditions for taking ad- 
vantage of this vast undevel- 
oped field will vary in differ- 


ent localities, but there is a 
way of getting results in every 
community. 

When you sell the 
idea of central-station 
service you are getting 
into bigger and more 
prolific fields. Poles, 
line hardware, wire. 
transformers, motors, 
appliances, etc., are 
relevant to the sale of 
the high-line idea and 
Delta-Star equipment, 
making one sale 
amount to the size of 
many small ones. The 
time consumed in your 
efforts is no greater 
than that used in dig- 
ging here and there for 
trifling orders. The 
amount of money in- 
volved is greater— 
more satisfactory — to 
vour house. 


It’s up to you ex- 
perts of merchandising 
in the electrical sup- 
ply jobbing field to 
help the farmer “citify” 
his farm. Go to it. Get 
them together. We 
have accumulated con- 
siderable data that will 
help you. It is sum- 
marized in Bulletin No. 35 
Write for it and for any other 
information you desire. 





Delta-Star Electric Company 


New York, N. Y., 100 Broadway 
Boston, Mass., 76 Pearl St. 
Rochester, N. Y., E. & B. Building 
Syracuse, N. Y., City Bank Bldg. 
Salt Lake, Utah, Walker Bank Bldg. 






2433-53 Fulton St., Chicago, Illinois 


Buffalo, N. Y., 601 Ellicott Square 
St. Louis, Mo., Railway Exchange 
Indianapolis, Ind., 518 Traction Terminal Bldg. 


Toronto, Ont., 67 Yonge St. 

Seattle, Wash., Hoge Building 
Philadelphia, Pa., 902 Real Estate Trust 
Denver. Colo., 1633 Tremont St. 
Pittsburgh, Pa., Union Arcade 
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exactly—fell flat. However, he went 
into a millinery shop finally, and I 
stationed myself in front of the win- 
dow where I could observe and hear 
all that might be said, it being sum- 
mer and door open. His tactics were 
the same, but he had to use up several 
sheets of paper writing notes to the 
milliner before she signed the blank 
and passed over her money. 

“I looked: at my watch then; the 
two sales had been effected in exactly 
forty-seven minutes from the time we 
had left the hotel. We were back at 
the hotel before the hour was up. I 
don’t know how the manager felt, but 
for myself, I was walking on air— 
I knew for a certainty why I had 
slumped in my own selling. Just as 
the magazine salesman had done, | 
had been talking my prospects into 
the idea of buying and out of it again 
without having given them a chance 
to buy. Because, through having de- 
voted every available minute, on trains 
and elsewhere, to studying up on the 
details of my line and formulating 
arguments by carrying on imaginary 
conversations with dealers I had got 
myself into the position of being able 
tu uncork a veritable Niagara of talk 
regarding the things I had to sell. 
That much I realized then in an in- 
stinctive of I know 
why that was so. 

‘‘What I have told you so far, while 
mentioned 


sort way; now 


interesting perhaps, is 
mainly because I think it helps to 
make clear that the things I want you 
to take down now are the product of 
many a hard knock and heart ache. 
I don’t pretend to know it all, but I 
truly believe nevertheless that 
every reader of your magazine who 
lives by selling will profit by observ- 
ing the principles which I am going 
to try and define. Having discussed 
matters. with some very able 
salesmen, as well as with men of deep 
psychological learning, I am willing 
to make the prediction that any sales- 
man who will practice these rules in 
his selling work will discover that in 
the main at least they are correct. 
“One thing more, my confidence 
renewed in my ability to succeed as 
a salesman I sat down that night and 
wrote the house, explaining what had 
occurred and telling my reasons for 
believing that I had discovered what 
had ailed my work, and asked point- 
blank for a month’s extension of time. 
Before the month 
made a sufficiently good showing to 
earn a letter of congratulation from 


de 


these 


was over I had 





the old man himself, giving me assur- 
ance that my job would be secure if 
[ continued to make headway. Now 
here are the principles that I would 
recommend to. your readers to try out 
in practice. 


The Rungs In One Man’s Ladder of 


Selling Success 


‘“1—Be very sure that the dealer 
needs to be persuaded to buy, before 
attempting to so persuade him. He 
‘annot well remain in business with- 
out he has goods to sell, and he very 
frequently will be found just as de- 
sirous of buying stock as the salesman 
is to have him do so. And to suggest 
added reasons for buying to the dealer 
who already has reasons aplenty and 
who intends placing an order, will in 
all probability make him suspect that 
all is not right with the house or the 
goods. 

“Also, to give the dealer additional 
reasons for buying when he already 
has plenty is to suggest just that 
many more points for consideration 
and decision, thereby delaying, or per- 
haps preventing, the consumation of 
the sale. Indeed there are many times 
when the inexperienced salesman talks 
himself out of business that he could 
have had for the asking if he had but 
known. 

“9_The average selling talk can 
be pruned twenty-five to fifty per 
cent without vital 
thing; the same holds good of the 
gestures and actions that go with the 
talk. 

“Trrevelant remarks introduced into 
a selling talk serve only to divert at- 
tention away from the main issue, and 


eliminating any 


unnecessary gestures and other activi- 
ties divide attention with the argu- 
ments why the dealer should buy and 
are an expensive form of exercise. So 
try everything you purpose saying 
or doing with this question: Will it 
contribute direct help towards the 
making of this sale? If it will not, 
don’t say it, don’t do it. 
“3—Spoken words not understood 
by the dealer are just so much noise. 
If you would succeed as a salesman, 
don’t make a ‘noise’-—use only such 
words as are well within the under- 





standing of your customers. 

“4——If the 
appears to be set against the idea of 
buying, decide whether prejudice or 
reason is at the root of that opposi- 
tion, before undertaking to dissolve it. 
Appeals to reason have but small 


prospective customer 


power to dissolve prejudice, and ap- 
peals to prejudice are of little avail 
against reason. 

“The endeavor should be to replace 
a prejudice against buying with one 
in favor of and reasons 
against buying should be set off with 
reasons in favor of buying. Not to 
understand that principle is to be 
lacking in the first step in the art of 
influencing others. Because prejudice 
is a matter of feeling, reason is a 
process of thought. The fire of prej- 
udice must be fought with the fire of 
prejudice, and the flame of reason 
with the flame of reason. 

“Probably half the opinions held 
by the average man are founded upon 
prejudice, or result from things 
learned as a child and before the 
powers of discrimination were de- 
veloped. And any man who lives by 
selling will profit immensely by mak- 
ing a study of prejudice and how to 
combat it. 


‘ 


buying, 


‘5—Only one compelling motive is 
needed to prompt action in buying ; 
sc don’t be too hasty about giving the 
dealer a second dose of argument be- 
fore it is that the first 
failed of its purpose. 

“Frequently it is not more talk or 
argument that is needed, but a little 
suggestive action on the part of the 
salesman in spreading out his order 
book and making as if to write up 
an order. 


shown has 


“6—To tell the customer more than 
he can absorb is to give him mental 
indigestion, and when that occurs he 
almost invariably wants time to think 
it over. 

“That's a fine way to plant a crop 
of possible business for the next man 
who follows you to profit by.” 

“I’m sorry,” he concluded, “that I 
have not the time to go at length into 
the subject of ways and means of 
combatting prejudice in selling. The 
subject interests me greatly, and I 
have given much time to its study. 
But perhaps it is just as well that I 
can’t go into that matter now, because 
combatting prejudice is the higher 
mathematics of selling, so to speak. 
and your readers might resent my pre- 
suming to speak authoritatively on 
such things.” 


Sometimes it’s mighty hard to con- 
vince your wife that business detained 
you at the office after instructing your 
stenographer to phone your residence. 
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Cash In On Our 
SO Years’ Experience 


The wonderful growth of the washing machine industry has opened a new 
source of revenue for electrical jobbers which many wide awake jobbers 
have already taken advantage of. 


When you supply your customer with a car load or more of washers you 
want to feel that you have not only sold him a type of machine that is 
satisfactory in every way, but in order to get that “repeat order” every- 
thing connected with the sale must be satisfactory. 


If an inferior grade of soap is used in washing machines and the clothes are injured or poorly 
washed—it’s dollars to doughnuts the machine gets the blame—and your future business 
relations are jeopardized. 


Why take a chance on experimental soap compounds, powders, chips and poorly made soap? 
Kirk’s American Family Soap 
Kirk’s Flake White Soap 


are the result of 80 years’ soap making experience. These famous brands have been used in 
millions of homes for over 50 years. Used in over 90% of the washing machines in Chicago. 
[The safest soap for washing machines. 


It’s cheaper to buy 
good soap than new 
clothes 


Don’t let your customer’s cus 
tomer use a soap that con- 
tains bleaching alkalies and 
other impurities. Recommend 
KIRK’S—and make certain of 
. TRave 
your repeat order for washing ee neon d 
; ~v.e, 
machines SS ore 


A 








JAMES S. KIRK & COMPANY 


CHICAGO, U. S. A. 
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CAN: JOBBERS’ SALESMEN SELL 


jobbers solely for economic reasons. 
As conditions now are, it is cheaper to 
sell through jobbers than to sell di- 
rect. But conditions may change, are 
changing. The problem of the dis- 
tribution of “dealer help” advertising 
is a big factor in this change. 

When you jobbers force a manu 
facturer to establish and maintain an 
organization to keep in touch with the 
trade for promotion purposes, you 
force him to re-establish a direct sell- 
ing organization. He is running a de- 
partment of mail solicitation, main- 
taining a traveling force, establishing 
contact and bringing his individuality 
into play in the upbuilding of good 
will. He is paying what appears to 
him to be a steep price to the jobbers 
for selling his goods, and he is paying 
again, paying double, to “sell” his 
advertising and “dealer helps.”” How 
long before he begins to question the 
economic value of this system? How 
long is he going to willingly pay men 
to follow in the jobbers’ footsteps and 
complete the jobber’s half-finished job 
of selling? As the problem presents 
itself to me, it appears that jobbers 
and jobbers’ salesmen must sooner or 
later become distributors of “dealer 
helps” if they are to maintain their 
position as distributors of merchan- 
dise. They must do a thorough job 
or they will have no job at all. 

From the standpoint of the jobber’s 
salesman, this situation spells oppor- 
tunity. It gives him an opening for 
greater service, bigger business, in- 
creased value in the great system of 
merchandise distribution. He gradu- 
ates from the position of peddler and 
assumes the profession of sales stimu- 
lator. He is no longer a seeker after 
orders but a creator of business. His 
vision and activities embrace all tlhe 
steps in merchandising from tiie ship 
ping platform of the factory to the 
back porch of the ultimate consumer. 

Too many of us see only the hard 
work which opportunity thrusts upon 
us; we fail to look beyond and see the 
rewards. Because of this very human 
characteristic, many jobbers’ salesmen 
will at first see only the difficulties «t- 
tached to the “selling” of manufactur- 
ers’ promotion material and “dealer 
helps.” But look farther, I beg of 
you. - Walk around or climb over the 
seeming mountain of labor and ob- 


(Continued from page 11) 


serve the rewards of this labor. By 
becoming the great agent and ex- 
ponent of the manufacturers’ “dealer 
helps,” the jobber’s salesman becomes 
increasingly valuable not only to fis 
house but to his trade. He sells them 
goods and then he becomes their ac- 
tive partner in marketing those goods. 
If he drains their banks to pay for 
merchandise, he also adds to the 
merry tune of the cash register. 

Can a jobber’s salesman learn to 
sell advertising and “dealer helps”? 
[t depends upon the individual. Some 
salesmen are nothing but perambulat- 
ing order-books, and will never be 
anything else. For such the answer 
is, “No”. But the modern, 
jobber’s salesman has outgrown the 
peddler stage. He is potentially a 
business man. He knows something 
of traffic, book-keeping, store-keeping. 
window dis- 
delivery 


sin art 


counter salesmanship, 
play, advertising, 
service, credit, banking, and human 
nature. Such a and 
will, “sell” the manufacturers’ “dealer 
help” advertising effectively. 

The problem, as it appears to me, is 
one of appreciating conditions. To 
sum up, these conditions are as fol- 
lows: 

(1) The manufacturer must sup 
ply “dealer helps” in order that his 
goods will move rapidly off the deal- 


retail 


salesman can, 


ers’ shelves. 

(2) Either the jobber must “sell” 
and distribute this advertising effec- 
tively and economically or the manu- 
facturer must do it for himself. 

(3) If the manufacturer does it for 











Look what I did! 


Next to being an 
eminent administrator, C. Scott Walker, 
president, Varney Electrical Supply Co., 
Indianapolis, Ind., is a crack shot as a 


hunter. The buck in the above photo js 
one which Mr. Walker shot on one of his 
recent hunting expeditions. It’s head 
now silently reposes over the door of 
the conference room at 121 S. Meridian 
St. It’s too bad this hunter couldn't 
have had a crack at the Heinies. 


ADVERTISING 


himself, he thereby establishes a com- 
plete “‘selling’”’ system and organiza- 
tion which gives him direct connection 
with, and hold upon, the retail trade. 

(4) The stronger and more effective 
this direct connection is, the less valu- 
able appears the jobber in his eyes. 
This may be a mistaken attitude on 
the part of the manufacturer, but it 
will, it does, exist. 

(5) If the jobber acts as the mid- 
dleman for “dealer helps” as well as 
for merchandise, he makes it unneces- 
sary for the manufacturer to establish 
direct connection with the trade, he 
knits his dealers closer, has another 
strong weapon with which to fight 
competitive jobbers, and maintains his 
economic position. 

It is for the individual jobber and 
salesman to decide whether these con 
siderations justify the labor and in- 
vestment success in 
“selling” the manufacturers’ “dealer 
helps,” and it is for the trade press to 
suggest ideas and present methods to 
guide the operations whereby this 
The question 


necessary to 


success may be general. 
of compensation is open to discussion, 
for nobody expects the jobber to as- 
sume additional burdens without pay, 
nor for the salesman to devote time 
to development work, the return for 
which may be far in the future. 
These are all problems to be solved 
as they arise. The big thing now is 
to decide whether or not the jobber’s 
salesman is the proper and _ logical 
person to “sell” manufacturers’ “deal 
er helps.” 
I think he is. 


Discontinues Retail Store 


That the “wholesale only” slogan 
is taking effect among an increasing 
number of jobbers is evidenced in an 
announcement made a short time ago 
by M. G. Goldback, president, At- 
lantic Electric Co., 428 Granby street, 
Norfolk, Va. He says: “After hav- 
ing conducted a combined wholesale 
and retail business for a number of 
years, we will discontinue entirely 
our retail department on March 1, 
and beginning then will handle our 
material on a strictly jobbing basis, 
selling at wholesale only through 
electrical contractor-dealers, central 
stations, etc.” 
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the maximum and minimum prices ex- 
tended to the retail dealers with whom 
they work very closely. 

Why should you sell a_ standard 
package of four-way rotary flush 
switches for $9.24 and 25 key sockets 
for $9.90? I understand that you 
would allow a discount of 12 per cent 
off of list on the former and that the 
latter if schedule were maintained 
would be sold at 20 per cent above 
list. If the key sockets had been sold 
at 12 per cent off of list, their selling 
price would have been $7.26 or $2.64 
less than vou charged. The difference 
in the cost of handling these two or- 
ders does not justify this tremendous 
discrepancy. In fact, the present 
standard package quantity of four- 
way switches should actually be sold 
at approximately the same price above 
list as a carton of key sockets. The 
only difference in the cost of handling 
these two transactions is in the pack- 
ing room, 

Why should 15, two-pole entrance 
switches cost over $4 more if bought 
at less than standard-package price 
instead of in standard-package quan- 
tities? 

Price schedules should be worked 
out on an annual volume basis to 
which all jobbers will virtually have 
to adhere not through any agreement, 
but because failure to do so would mean 
busines ruin. 

When this is done, each salesman 
customers than he 
has now but he will do far more busi- 


will have fewer 
Less time 
will be taken up with buying and 
selling transactions between various 
interests in the electrical business and 
more time will be given to increasing 
public demand for Everything Elec- 
trical. Cost of doing business will be 
greatly decreased. Profits will be in- 
creased for everybody in the electrical 
business. 


ness with each customer. 


Prices to the ultimate con- 
sumer will be lower, but volume of 
business will be larger. 

As it is now, you do not know how 
much business you will do with the 
majority. of your customers, or what 
their individual orders: will average. 
Your company’s cost of doing business 
with one of your customers may be 
8 per cent or 40 per cent. This can 
only be determined at the end of the 
year. 


Therefore, as long as you handle 


HE’S OUT AGAIN 


(Continued from Page 8) 


individual 
order basis, it seems as though you 
would have to have a big spread be- 
tween your maximum and minimum 
quantities, and that the majority of 
orders even amounting to only a few 
dollars would have to be figured ac- 
cording to their particular condition 
and not according to any prearranged 
schedule of price. 

This 
policies, unnecessary price competi- 
tion, misunderstandings, breaks down 
buyer’s confidence, prevents quoting 


your transactions on an 


produces wavering business 


fair prices and making fair profits in 
transacting business with each and 
every customer, and keeps business on 
a trading, juggling basis, or loses 
to those who are 
traders rather than big merchants. It 
causes propositions to be made along 
the shifty, unsatisfactory of 
“How much can I get?” 


business small 


lines 


If you knew a customer, whose 
carried in stock was 
equal in dollars and cents to his two 


months turn-over, 


merchandise 


would give you 
even $5000 worth of business a year 
exclusive of wire, conduit, motors and 
incandescent lamps, you would be 
assured that his orders would average 
$100 therefore, 
know that your company’s yearly cost 
of doing business with such a cus- 
tomer would be between 8 per 


each. You would, 


cent 
and 10 per cent. You could have 
two prices with this customer, call 
them bulk and less than bulk, and 
the difference between the two could 


just 


be 10 per cent. 

This would be the widest price 
spread you would have and it would 
be most difficult for a competitor to 
offer inducements which would take 
away from you any business which 
you would receive, if you and your 
concern were the party with whom 
the dealer preferred to do business 
if price did not enter into the question. 

You could do business on an efh- 
cient fixed-policy basis, never deviate 
in price, always be fair to your cus- 
tomers and to yourself and at least 
do your full share in establishing 
buyers’ confidence, co-operating, and 
stabilizing the market. 

You will find exceptions to what. I 
have said, but they can be studied 


and so handled that they will not be 
exceptions when the most efficient and 
stable plan of doing business is finally 
adopted. 

The chief purpose of this article is 
to have every jobber’s salesman give 
thought to doing far more business, 
while selling fewer people; to secur- 
ing all of the business of certain cus- 
tomers rather than only part of the 
business of a great number of cus- 
tomers; to placing himself .in a posi- 
tion where, with any of his accounts 
that are really worth while, no one 
can undersell him to any great extent 
and still make a fair profit, and where 
by the same token he cannot undersell 
someone else who has a customer that 
is worth while and make a profit; to 
building business of a most perma- 
nent character; and to working along 
lines most beneficial to the salesman, 
the electrical industry as a whole and 
the public. 


Stop poaching on the other fellow’s 
preserves, make the other fellow keep 
off of yours. Do a volume of business 
that is actually worth while from a 
jobbing standpoint with each one of 
your customers or do not do any busi- 
ness at all. The right kind of annual 
volume of business discounts will help 
almightily in doing this. 





You Tell ’Em, Pie-Face, I 
Haven’t Got the Crust 


S. H. Simonsen (Asst. Sales Man- 
ager, Illinois Electric Co., Chicago. ) 
—Say, Dunk, why are purchasing 
agents undecided as to 
whether to buy, like a pair of old, re- 


who are 
vamped shoes. 

J. A. Dunean (Manager Apex De- 
partment, same firm)—Don’t know, 
Si, unless it’s because they've both 
got wagging tongues. 

Si: Nope, it’s because they’re only 
half-sold (soled). 

Dunk: The kid is smart, give him 
100 per cent. | 


( 





Bap HEADs seek fluffy-haired dolis, 
the same as fat pouches seek slim 
waists. . . 

Beware of the wife who;kisses you 
as you come in at 2. a.m. “She knows 
what she’s doing. 
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It’s the Switch 


-- not the box 


A safety box without a switch is valueless. 
A safety box with an ordinary haphazardly 
made switch is worth little more. 


It’s tae switch and a switch made like the 
“Circle T’— 


Machine built, parts milled, blades sweated 
and pinned in footblock— 


that puts the safety in the box. 


It assures positive contact of the jaws, 
avoiding troubles which result in increased 
maintenance cost and power delays. 


As a reminder—‘Circle T"’ is the sign of 
strength and safety. 


THE TRUMBULL ELECTRIC MFG. CO. 


PLAINVILLE, CONN. 


New York, Chicago, San Francisco, 
114 Liberty St. 40S. Clinton St. 595 Mission St. 


Boston, Philadelphia 


Fusible Switches 30 - 1200 Amps. 
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Improved Design 
Any Brilliancy 








Make it Your Be Johnny on the 
BUSINESS SPOT 
to Know The Watt Meter 
ANYLITE Tells the Tale 


a ANYLITE PAT’D é 


Making Sales for Your Dealers 
Makes Sales for You 


There is one thing sure—dead sure! 
And that is that your dealers can sell 
ANYLITE if you only want them to. 







Sell them at a handsome profit—for them and 
for you. 


There's no question about it. You can prove it to 
yourself easy. 


Just get them to display this new trade winner. 


And then stand back and watch results. OH, BOY! 


ANYLITE 


The 20 Light-IN-ONE. 


Combination Pull Socket and Dimmer—the new- 
est and biggest electrical specialty. 


Manufacturers 


Anylite Electric Company 


Ft. Wayne, Indiana 











WHAT LINES DO YOU 


PUSH 
(Continued from Page 10) 


The electrical jobber is similar in 
many ways to the grocer. All is not 
a primrose path to profit! The elec- 
trical supply business has its sugar 
and milk, too. Many of the staples of 
the electrical supply jobber do not 
produce proportionately any greater 
profits than the flour and milk of the 
grocer. 

Think over those facts a little and 
it will not be difficult to understand 
why the boss wants you to sell the 
do-dads and what-nots—the special- 
ties. 

Then there is another slant to the 
question. As my one-time boss used 
to say, “Any one can take orders for 
staples but it takes a salesman to sell 
specialties. I want salesmen!” | 
guess he was about right. I have a 
lot more respect for his opinion now 
than I had then. When a man walks 
into Bill Hacket’s Electric Shop and 
asks Bill’ how his stock of rubber cov- 
ered wire is and how much conduit he 
needs this Spring and Bill tells him 
and gives him the order—that’s not 
selling, that’s just plain order-taking. 
But when a man goes into the same 
shop and in a diplomatic manner tells 
Bill that he is wasting his time and 
opportunities in not pushing the sale 
of the “Troy Washer” and then sits 
down and shows Bill just how he can 
sell “Troy Washers” and make money 
at it and gets Bill enthused over the 
idea to the extent of placing a trial 
order for a few—that’s selling; that 
man is a salesman. Make up your 
mind, too, that the boss is going to re- 
member that salesman for he knows 
him as the man who can sell special- 
ties and does sell them. 

A salesman is paid what he earns. 
It may be salary, it may be commis- 
sion, but in ninety-nine cases out of a 
hundred he gets what he is worth. If 
his efforts result in more profit for the 
firm he is worth more as a salesman. 
His efforts will result in more profit 
to his employers if he sells the things 
on which there are the profitable 
margins. 


The man who makes good in the 
electrical supply jobbing field is the 
man who sells what the House wants 
sold, in the proportions that the House 
wants it sold and, further, sells the 
specialties on which the House makes 
its real profits. 
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“The Washword of a Nation 


Reliability 


THE present Thor Elec- 
tric Washing Machine is 
the result of fourteen years 
of experiment and _ im- 





provement. Wherever a 
weak spot was discovered 
it was strengthened, until 
now the Thor is as near 
mechanical perfection as 
experience and skill can 
make it. 





It is an absolutely reliable 
machine, performing its 
task week after week, year 
after year—constant and 
unfailing. 





HURLEY 


New York 
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PRACTICAL PSY- 
CHOLOGY--I 


(Continued from Page 22) 






which affects the entire system ad- 
versely, in addition to being hurtful 
for other reasons as well. And if: you 
must give way to such feelings, get 
them over with before turning in. 
















































2—Don’t go to bed while wrestling 
with some problem or matter requir- 
ing careful decision. Do this in- 
stead :— 

Imagine yourself talking with a 
friend who has agreed to aid you in 
solving your problem, providing you 
explain the facts as you know them. 
Then go ahead and review in your 
mind all the facts that bear on the 
case just as clearly and carefully as 
though actually presenting them to a 
friend for consideration. Having 
done that, dismiss the matter from 
your mind completely, trusting in the 
firm conviction that the correct course 
for you to pursue will be made appar- 
ent in ample time to be acted upon. 

3—Don’t permit yourself ever to go 
to sleep while unconvinced of your 
ability to overcome and recover from 
any sickness that chances to be yours 
at the moment. 


Three Do's 

Before drifting off to sleep picture 
yourself with all the vividness and 
conviction that you can encompass, 
as— 

1—arising in the enjoyment of per- 
fect health, completely rested and 
physically equal to whatever the day 
may bring forth; 

2—succeeding in all of the under- 
takings of the morrow; 

3—going through the day in a way 
to reflect credit and honor upon your- 
self and your house. 





When. you do these things that have 
been suggested you are making a 
scientific prayer to the God that is 
within you. So be properly thankful 
for the good that comes to you, but 
beware of personal vanity or pride 
because of what is accomplished. 
Here, too, pride goeth before a fall. 





A DOUBLE-HORN FACTORY SIGNAL, 
designed to be placed in a passageway 
where it is desired that the sound be 
projected in both directions, has been 
developed by the Benjamin Electric 
Mfg. Co., Chicago, Ill. 
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this year you have a big selling point for Gar- 
ton-Daniels and Keystone Lightning Protective 
Apparatus. Tell your Central Station and Elec- 
tric Railway customers that their apparatus has 
doubled in value and that replacements will be 
quite impossible this summer; that repairs have 
greatly increased in cost; that they should there- 
fore double their lightning protection. They 
know that the Garton-Daniels arrester has been 
in service for over a quarter of a century and that 
it is the most reliable and efficient arrester for 
protecting their important apparatus. 


Catalogs and circulars are being sent to your house 


ELectric SERVICE SuppLies Co. 


Manuf ccturer of Railway Material and Electrical Supplies 


PHILADELPHIA NEW YORK CHICAGO 
17th and Cambria Sts. 50 Church Street Monadnock Building 
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Fellows 


times 1n 
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How many, 
around have 


Is packed in individ- 
ual cartons. Easy for 


traveling 


VOUR customers 

sked ? your dealer to handle. 
aSsSkE : 

[lave VOU something 
different—or new? 


We will be glad to 
send you catalogues and 


: s VES, ‘the : : 
If you say, ‘ information. 


result has always been a 
good order—the  fore- 
runner of a good many 
more orders. If your firm does not 
stock “RAYMO” send 
in your initial order to 
them. They will appre- 
ciate your alertness. 


Next time suggest 


“RA YMO” 


It is a mighty fine 
lighting unit—you'll find 
tt a good one to get be- 
hind and push. It has 
many good talking 
points that will instané- 
ly get the attention of 
your prospect. 


If we can assist you 
with your lighting prob- 
lems do not hesitate to 
call on us. 





Service, Send your 

Quality orders for 

and “RAYMO” 
Workmanship. in right away. 


Moran & Hastings Mfg. Co. 


General Offices: 


16-18 W. Washington St., Sg Ades Chicago, Ill.,U.S. A. 


FRANZ BRZECZKOWSKI, President . 

















Good Sales Ammunition 


ee EWSPAPER and magazine 

clippings can be utilised as 
one of the most effective forms of 
sales arguments,” according to George 
Milner of Cleveland. 

“Here is one that a salesman of 
ours just used: he was talking to a 
merchant about a big installation that 
one of our contractor-customers hoped 
to ‘land,’ and had about decided that 
there was nothing doing. The mer- 
chant had been talking some of im- 
proving his lighting system during the 
coming slack season, but when the 
contractor submitted figures on the job 
he cooled down to about 30 below 
zero. He couldn’t see himself spend- 
ing so much money when the old sys- 
tem appeared to be still in fair con- 
dition. 

“The contractor was sparring with 
him, trying to find an opening argu- 
ment that would appeal, when my man 
noticed a copy of Printer’s Ink lying 
on the merchant's desk. He picked 
it up casually and his eye fell upon 
this sentence in the ‘Little School- 
master’ department of the magazine: 

““T have always found, said a 
highly successful salesman to the 
Schoolmaster, ‘that a prospect is more 
susceptible to the selling appeal under 
artificial light, and more especially at 
night.’ 

“Without saying a word, our sales- 
man marked the paragraph and passed 
the issue over to the merchant. It was 
the turning point of the sale. This 
merchant had steeled himself against 
us because we were trying to get an ° 
o1der, and all through the negotiations | 
our every argument was discounted or 
denied. But this item in a_ paper 
which the merchant himself subscribed 
to and believed in, changed his whole 
viewpoint on the proposition. We in- 
stantly became, in his mind, not sales- 
men trying to get his money, but 
lighting experts whose advice in plan- 
ning the proposed installation was of 
dollars-and-cents value to him. 

“T am convinced;” concluded Mr. 
Milner, “that the than who reads with 
his eyes open will find many items 
like this which cay, be utilized to in- 
fluence prospective éustomers.”’ 





You can’r gauge the greatness of 
a man by the size of his mouth, any 
more than you can gauge the power of 
a man’s lungs by the diameter of the 
megaphone he uses, 








THE soBBER’S fA) SALESMAN 











Poy 
th 





sd 


Porch Light 
Sleeping Porches 
Entresol 





Ceiling Light with 





P & S 998 & 999 
For Ceiling Lights 


Chain Pull Receptacles 


With Porcelain Shell 
and Clamping Ring 


Practical Devices for use with Ceiling 
Lights, Ceiling Bands and in fact any 
Standard or special Unit, because they fit 
the Standard throat (1'% inch diameter) 
of the common Ceiling Units, and in ad- 
dition—Individual Control is provided. 


The wiring Terminals are Enclosed in the 
Porcelain Shell and this permits these Re- 
ceptacles to be used where Weatherproof 
Devices have been required up to this 
time. 


Each Receptacle is furnished with an Extra 
Bell Mouth which may be placed at the outer 
edge of the Ceiling Unit so that the Chain and 
the Cord may fall free of the Glassware: The 
Bell Mouth acts as a guide and pulley for the 
Chain where it passes through the Shell on the 
Unit or Ceiling Band. 


A Suggestion for the Wireman: 


Where a WIDE CEILING BAND PERMITS 
the Chain to run horizontally from the Re- 
ceptacle—the Extra Bell Mouth is placed with 
the BELL OUTSIDE the Shell of the Ceiling 
Band. 


Where a NARROW CEILING BAND requires 
the Chain to run at an angle from the Recep- 
tacle—the Extra Bell Mouth is placed with the 
BELL INSIDE the Shell of the Ceiling Band. 


Where these Units are in use. 


Mezzanine Ceiling 
Balcony 
Subway 


Cellars Detention Wards 
Dormatories Public Institutions 
Hospitals Galleries 


Talk this over with your customers. 


Pass & Seymour, Inc. 


Solvay, N. Y. 
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E specialize 

in coils and 
windings for all 
kinds of electrical 
apparatus. ‘These 
coils are made with 
many turns of the 
finer sizes of mag- 
net wire, 20 to 44 
B. & S. gauge. 
Coils are layer 
wound with paper 
insulation between 
layers of wire and 
are entirely self 
contained and 
ready to assemble 
into the apparatus. 


All coils are 
made to specifica- 
tion—and we 
guarantee to fol- 
low specifications. 


We have a large 
capacity for the 
productionof 
magnet wire and 
shall be glad to 
submit prices and 
delivery. 


The name 


DUDLO 


stands for highest 
grade magnet wire 
and coils. Used by 
large manufactur- 
ers everywhere. 


DUDLO MANUFACTURING CO. 


Fort Wayne, Ind. 














EAR TED: 

In another week you'll be out 
facing the trade. I hope your talks 
with the salesmen around the office 
have convinced you that you will have 
to work to make good at selling; but 
working hard and persistently will not 
be enough; you'll have to learn the 
tricks of salesmanship and work con- 
sistently after a preconceived plan. 
If you were going to build a hen 
house, you'd go about it with a grain 
Chances 
are you'd get a mental picture of just 
what you wanted to build, then you’d 
buy your lumber, nails and tools to 
work with. You'll find that building 
a successful sales talk is much like 
building anything else successfully. 


of intelligence and system. 


In salesmanship, your tools are 
called talking points, and you must 
learn not only how to use them but 
when to use them. Just like con- 
structing your hen house, you'll have 
to know when to drop one tool and 
pick up another, and then when to 
drop the second tool in order to pick 
up the first. 

You'll find that all successful pre- 
liminary sales talks are pieced to- 
gether so as to do four things in the 
following order: ‘To get attention, 
then arouse interest and sustain it un- 
til the prospect shows a desire for the 
article for sale, and finally to make 
him determine to buy. This is done 
by various methods. You remember | 
did it in selling atlases to farmers by 
relying entirely upon painting a pic- 
ture in the farmer’s imagination by 
taking him on an imaginary trip 
around the world, starting from his 
own farm and showing him the various 
electric routes, rail lines and steam- 
ship lines. I got his attention by giv- 
ing a preliminary talk about obtaining 
facts from the Survey which got him 
puzzling and sounded political, then 
I got his interest by showing him the 
signatures of his neighbors who had 
already bought, and after that, work- 
ing entirely without a sample, I un- 
wound my imaginary journey, playing 
on the possibilities of what Mr. Farm- 
er or anyone else for that matter 
would like to do, and wound up quick 
and short with the surprising state- 
ment that the price of the atlas when 
it came off the press would only be 
one-ninety. And I said that one- 
ninety, as one prospect once told me, 


LETTERS TO A CUB SALESMAN-—II 
By S. A. CHANDLER 





just as if I were speaking of ten 
cents. 

But it makes no difference, Ted, 
whether in your proposition you are 
using samples or not. The thing to 
do is to learn what the salesmen now 
selling the proposition are using, and 
to learn one of their talks, word for 
word, expression for expression, so 
that you can give it to a hundred peo- 
ple and each and every instance you 
will give it in exactly the same way. 
But that isn’t saying that you must 
sing it, Ted; not by a long shot! To 
give a sales talk in a manner which 
suggests to your prospect that you 
have learned it by heart is to fail; 
you must learn to give it so that it 
sounds as if it comes to you only be- 
cause you are “chock” full of your 
proposition, only because you are 
thoroughly aroused to the goodness 
of your proposition, only because you 
believe in your own mind that it’s the 
very best proposition of its kind on 
the market for the money. If you can 
do that, Ted, you can convince the 
other fellow that you have just what 
he wants—and you'll sell! But you 
won't do that, Ted, until you first 
learn by rote some good sales talk, so 
that you'll have a ground work for 
the sales talk which perhaps you'll 
build up for yourself after you get out 
selling and watch your own work and 
the effect of certain points on the 
trade. Nearly every salesman makes 
some variation in the talk which he 
learns, for no two salesmen are alike 
in. all points, but it is just as true that 
every good salesman, or nearly every 
good salesman, first learned some- 
body else’s talk—and learned it so 
that he could say it backwards, front- 
wards, sidewise, standing up or lying 
down. It all boils down to the point 
that, if you want to sell a thing, you 
must first learn what you are selling 
and HOW TO SELL IT. 

Just a few closing remarks, Ted. 
Start right. Determine to be a man 
and sell on the merits of your propo- 
sition, and on the merits and sales- 
manship alone. It’s an_ honorable 
calling, if a man follows the calling; 
and it has been proven time and again 
that honesty of purpose and effort 
pays the greater dividends as well as 
the better effect upon yourself. 

As ever, 


Ed. 
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How to Help Your Deal- 
ers Advertise 


Kighty-one per cent of the electric- 
al dealers in the United States do not 
use newspaper advertising. Turned 
backwards this means that less than 
1 in 5 uses this best available system 
of general publicity. 

The average jobber’s salesman will 
say that it is none of his business 
whether or not a dealer advertises, but 
as a matter of fact, it is his business 
because advertising means increased 
sales, faster turnover, better credit 
and greater aptitude in taking up new 
lines. The jobber’s salesman who has 
his customer’s confidence can do a 
great deal toward promoting his own 
and these customers’ business by ad- 
vocating newspaper advertising, and 
by helping the dealers to get it start- 
ed. 

The simplest and most effective way 
1 helping the dealers is to clip every 
vood electrical ad you see and pass it 
slong to some non-advertiser. A great 
many of the trade do not advertise, 
less on account of the expense than 
because they do not know how to go 
about it and feel that their small prop- 
osition does not warrant the employ- 
ment of a competent advertising man. 

Anybody, however, can adapt an- 
other concern’s ad to his own indi- 
vidual needs, and dealers will seldom 
hesitate to do this if the suggested ad 
comes from another city. Naturally 
they do not care to steal their com- 
petitors’ ads—invariably they want 
“something different.” But if the 
jobber’s salesman clips ads from a 
newspaper of one town and gets a 
dealer to use it in another town down 
the line, he will be surprised to find 
how simple it is to inoculate the trade 
with advertising virus. 

Smart salesmen are learning also to 
utilize the ready-made ads and elec- 
trotypes offered by manufacturers. 
Sometimes these manufacturers’ ad- 
vertisements have the fault of belong 
ing too exclusively to the manufactur- 
er; in other words, they may not giv: 
the dealer sufficient opportunity to ex 
press his own individuality. This is a 
perfectly natural fault and can readily 
be overcome by slight editing and the 
injection of local touches. 

The advertising knack will secure 
more and bigger orders for jobbers’ 
salesmen in the future—not only that, 
but it will build up mail orders be- 
tween calls as well as direct business. 
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Putting It Across— 


“What can you tell the factory superintendent or mana- 
ger that will visualize for him the fact that light has a 
direct effect on the production in his plant?” 


W. E. Underwood asked that question in the Jobber’s 
Salesman last month. He answered it with an imaginary 
conversation between buyer and seller. 


He said: “Talk increased production as a result of bet- 
ter illumination.” That hits the nail on the head, 
doesn’t it? 


Most factory managers know something about light 
diffusion but hesitate to make a change until you show 
them improvement in the worker’s welfare, better work- 
manship—increased production. 


The man doesn’t live who can look you in the eye and 
eee deny the advantages of the Eye Shield Dif- 
user. 


Follow the line of least resistance in your talks on 
commercial and industrial lighting. Get across the idea 
that the Eye Shield Diffuser is the most efficient, yet 
the lowest priced light diffusing unit on the market and 
you'll land your man. 


Those two points cover all possible objections and 
meet all requirements for better illumination. That’s 
why thousands of Eye Shield Diffusers are sold to hun- 
dreds of the more expensive makes. 


Yours for co-operation, 
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Prompt Shipment 
of 


Nelhdind 







A general shortage 
of fans is still evident, 
but increasing produc- 
tion has enabled us 
to fill all orders 
for Northwinds without 
delay. 










































We can still make 
immediate delivery of 
Northwinds of either 
size, in case lots. 
Direct shipment orders 
filled promptly from St. 
Louis or New York stocks. 


Sell Northwinds! 
Ask for the new window- 
trim for every dealer 
who buys a case or more. 


THE EMERSON 
ELECTRIC MFG. CO. 


New York 


Louis - 


St. 

















REAL 


The following is a reproduction of a 
sales letter sent out by T. L. Townsend, 
vice-president of the National Electrical 
Supply Co., Washington, D. C. He has 
kindly permitted us to pass it on to all 


salesmen, It’s great stuff, fellows. 


——— is no stronger than 
his selling ‘“Vocabulary’’—- 
meaning the range of talking points 
at his disposal, plus his ability to mar- 
shal them spontaneously during the 
interview and not the evening after. 
The average salesman uses less than 
25 per cent of his available talking 
points. The other 75 per cent he does 
not use, because he has made no effort 
te fix them in his memory so that they 
will be on tap for instant use when 
needed. 
layed, even lost, because the salesman 
did not have the right selling point at 
tengue’s end. After he gets back to 
the “Hotel” he knew just what he 
should have said—but the opportunity 


Many a sale has been de- 


was gone. 
A salesman should plan the night 
before the work for the next day and 
then make it his business to carry out 
Plan the night before just 
how you are going to approach each 


that plan. 
man on your list. Plan what particu- 
lar argument you will use. You may 
want to revise your plans when you 
get on the ground but you will find 
that you can accomplish a great deal 
more with a mark to shoot at than if 
you don’t know what you are aiming 
at. 

A salesman should use his head as 
feet. The more skillful 
you become in presenting your propo- 


well as his 


sition, the more business you will 
secure for every working hour. Study 


yourself —-develop your points of 
strength—eliminate your weaknesses. 


Seek new ideas and incorporate them 
in your work, Never believe that you 
have done the biggest thing in your 
Self 


improvement is the price a salesman 


career—that’s ahead of you. 
pays for bigger returns. 

The © skillful 
plans his talk so that the buyer never 


He 


sugges- 


salesman carefully 
gets an opportunity to say “No.” 


throws out a feeler here—a 
tion there—and when he gets ready 
what the answer 


to close he knows 


will be. However the most carefully 
laid plans miscarry and rare tact is 
required to sell the man once he has 


turned you down. ‘To attempt to 


DOPE 


argue of course is dangerous, yet you 
cannot meekly accept defeat. The 
salesman is then “up against it’’ and 
must skillfully work himself into « 
position to re-open the interview with- 
antagonizing the buyer. You 
should have several carefully worked 


out 


out “Come backs” for the buyer who 
says he is “not interested.” A skill- 
ful salesman is able to close three out 
of ten orders which a less resourceful 
salesman would give up as lost. 

It will do no good to get a man’s 
attention unless you make the most of 
the advantage. Do not speak too 
quickly and hurry too much in pre- 
senting your proposition. Be deliber- 
ate. Tell your story in your way but 
talk in A. B. C.’s. 


Sell by the eye as well as by the 


ear. <As a rule the salesman who 
makes the most money shows the 
buyer as well as tells him. Drive 


home the sales argument more forcibly 
by getting it to a man’s brain both 
through his eyes and through his ears. 
Show your samples—show advertising 
copy—put something tangible into a 
prospect’s hands, it not only heads off 
the objection on the tip of his tongue, 
but it rivets his attention. His 
thoughts are centered momentarily on 
that picture, that article. It is worth 
a thousand words. Go your 
“pivot” selling argument and devise 
some method which will convey them 
to your buyer by eye as well as by 


over 


ear. 

Sell quality, not price. Salesman 
ship is simply making the buyer real- 
ize that he needs the thing you have 
to sell more than he needs the money 
it will cost. Buyers know (tho they 
don’t admit it), that quality remains 
long after the forgotten. 
They know that while they may make 
a few dollars by buying a cheaper 
article, that in the long run they will 
The very fact 


price is 


pay a greater price. 
that you can command a higher price 
than your competitor is in itself the 
best evidence of quality. 

Most held back by 
ignorance of their strength, more than 
knowledge of their weakness. Think 
It’s easier 


salesmen are 


big—go after big business. 
to “come down” than it is to ‘‘go up.” 
Many salesmen have failed thru lack 
The war has made every- 
Five bil- 


” 7 . 
of daring. 
one think in bigger terms. 
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What Motors Does the 
Farm Need? 


The following table which has been 
prepared by the Westinghouse Elec- 
tric & Manufacturing Co., of East 
Pittsburgh, Pa., gives the sizes of 
motors required for various farm ma- 


chinery. 
Motor Horsepower Size 
Min- Max- Most 





Machine imum imum Used 
Feed grinders (small) 10 5 
Feed grinders (large).......... 30 15 
Ensilage cutters............... me 25 15-20 
Shredders and huskers.......... 20 15 
Threshers, 19-in. cylinder... 2 18 15 
Threshers, 32-in. cylinder... 3 50 40 


Corn shellers, single hole... % 1% 
Power shellers 10 

Fanning mills ..... ae a er 
Grain grinders ................. se sesgeees % 





Grain elevators ..... 5 3 
Concrete mixers 2 10 5 
Groomers (vacuum Sy stem) 1 3 2 
Groomers (revolving)............ 1 2 1 
gs OE aaa eee 3 15 5 
FRC CREO a osissecic caccccecrenareiee) & 5 2 
Cord w6od SawB:.......-.-....... 3 10 5 
Wood splitters . eae: | 4 2 
EE OB seicicnsiicsascscacnccetrononscs 3 25 7% 
Oat crushers .... Pe 10 5 
Cider mills 2 * 2h 


Clover cutters ane 4 2 6 


Water pumps .... as 1, 5 3 
Cream separators ... wee----1-10 yy 6 
Butter churns ............ aa oe % 
Milking machines ................ 3 5 5 
Bottle washers . : ah SA 1 
Vacuum system 2 8 3 
tefrigeration 1, 3 2 
Grindstones 1 14 4 
Emery wheels “4 ] 4 
Lathes V, 14 % 
Foree blowers 4°45 1%, 1-10 


Household Machines 


Sewing machines . ated 1-40 1-30 1-30 
Buffers and grinders..............1-40 1-30 1-30 
Portable vacuum cleaners.... 4 A 1% 
Large ice cream freezers... % Vy, % 
Washing machines Seecieseee ae 2 &to%4 
Centrifugal dryers .o 2 1 

Mangles é ‘ : 4 1 14 
Meat grinde rs” % 3, % 

Sausage stuffers . & 1 % 


Water pumps 

In connection with this table, one 
word of caution may be advisable. 
The average farm plant of 1I-kw. 
capacity cannot be expected to oper- 
ate a motor larger than a 1-h.p. and 
the jobber should be careful to see that 
the farmer has no misinformation on 
The above table, 


is also useful where the farms are 


this point. however, 
served by a high tension line from the 
local central station, and where this is 
the case larger motors can, of course, 
be used since the supply of current 

not as limited as with the farm plant. 


Can Credit Men Sell? - 


Some of the credit men at the Chi- 
cago convention announced that their 
firms intended sending members of 
the credit department out on the road 
to work in conjunction with the sales- 
man. One announced, too, that he 
obtained a $4000 order 
where the salesman had failed. What 


recently 


do you know about that? 
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Do you know Herbst? 
If not—why not? 


He can tell you more in 5 min- 
utes about tools than the or- 
dinary fellow, because of his 27 
years’ practical tool experience, 
designing and developing tools 
during this time. 


In addition he can 
furnish the right 
kind of tools at the 
right price and can 
give you the most 
prompt service. 


Tools for general 
construction work: ; 
Telephone, Tele- 
graph, Central Sta- 
tions, Railroads, etc. 
Give us an _ oppor- 
tunity to quote you 
require- 


on your 
ments, 





When Selling Wire 
Sell P. & G. Wire Skinners 


Wire is used for all pur- 
poses. This little hand tool 
:ccomplishes big jobs. 





One-Third Actual Size. 


THE P. & G. WIRE SKIN- 
NER is a tool designed to 
iccomplish difficult jobs, such 
is splitting duplex wires with 
one pull, removing the insula- 
tion from the wire and scrap- 
ing wire clean, ready for 
soldering. 

This tool can be used on 
nsulated wires up to No. 4 
inclusive. It should be in the 
hands of every telephone and 
telegraph workman, power and 
‘entral station, garage, manu- 
facturer of electrical devices, 
‘ontractors and dealers. Elec- 
trical supply and hardware job- 
bers should find a big outlet 
for it. 

You will receive immediate 
ealls for this article so get 
posted and boost a good toc 


The established resale prix 
yn this tool is $1.25 each, net 
Dealers and jobbers are as 


sured a legitimate margin of 
profit. 
Paul W. Herbst Tool Mfg. & 
Supply Co. 
Dept. 4 


180 N. Dearborn St. Chicago, Ill 
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ENAMELED CONDUIT 
PATENTED 


ENAMELED 


Reaches 
the job 
ready to 
install 


METALS CO. 


PITTSBURGH, PA. 
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this year you have a big selling point for Gar- 
ton-Daniels and Keystone Lightning Protective 
Apparatus. Tell your Central Station and Elec- 
tric Railway customers that their apparatus has 
doubled in value and that replacements will be 
quite impossible this summer; that repairs have 
greatly increased in cost; that they should there- 
fore double their lightning protection. They 
know that the Garton-Daniels arrester has been 
in service for over a quarter of a century and that 
it is the most reliable and efficient arrester for 
protecting their important apparatus. 


Catalogs and circulars are being sent to your house 


ELECTRIC SERVICE Supplies Co. 


Manufccturer of Railway Material and Electrical Supplies 


PHILADELPHIA NEW YORK CHICAGO 
17th and Cambria Sts. 50 Church Street Monadnock Building 
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“RAYMO” 


Is packed in individ- 
ual cartons. Easy for 
your dealer to handle. 


Fellows! 


How many times tn 
traveling around have 
YOUR customers 
asked ?. 























Have you something 


different—or new 


We will be glad to 
send you catalogues and 


_ : "ES, the . . 
If you say, } j,eeee information. 


result has always been a 
good order—the  fore- 
runner of a good many 
more orders. If your firm does not 
stock “RAYMO” send 
in your initial order to 
them. They will appre- 
ciate your alertness. 


Next time sugges! 


“RAYMO” 


It is a mighty fine 
lighting unit—you'll find 
it a good one to get be- 
hind and push. It has 
many good talking 
points that will instant- 
ly get the attention of 
your prospect. 


If we can assist you 
with your lighting prob- 
lems do not hesitate to 
call on us. 





Service, Send your 
Quality orders for 
and “RAYMO” 
Workmanship. in right away. 
Moran & Hastings Mfg. Co. 
General Offices: 
16-18 W. Washington St., Sg Adder! Chicago, Ill.,U.S. A. 


FRANZ BRZECZKOWSKI, President . 














Good Sales Ammunition 


ae EWSPAPER and magazine 

clippings can be utilized as 
one of the most effective forms of 
sales arguments,” according to George 
Milner of Cleveland. 

“Here is one that a salesman of 
ours just used: he was talking to a 
merchant about a big installation that 
one of our contractor-customers hoped 
to ‘land,’ and had about decided that 
theré was nothing doing. The mer- 
chant had been talking some of im- 
proving his lighting system during the 
coming slack season, but when the 
contractor submitted figures on the job 
he cooled down to about 30 below 
zero. He couldn’t see himself spend- 
ing so much money when the old sys- 
tem appeared to be still in fair con- 
dition. 

“The contractor was sparring with 
him, trying to find an opening argu- 
ment that would appeal, when my man 
noticed a copy of Printer’s Ink lying 
on the merchant’s desk. He picked 
it up casually and his eye fell upon 
this sentence in the ‘Little School- 
master department of the magazine: 

‘*‘T have always found, said a 
highly successful salesman to the 
Schoolmaster, ‘that a prospect is more 
susceptible to the selling appeal under 
artificial light, and more especially at 
night.’ 

“Without saying a word, our sales- 
man marked the paragraph and passed 
the issue over to the merchant. It was 
the turning point of the sale. This 
merchant had steeled himself against 


us because we were trying to get an ° 


order, and all through the negotiations | 
our every argument was discounted or 
denied. But this item in a paper 
which the merchant himself subscribed 
to and believed in, changed his whole 
viewpoint on the proposition. We in- 
stantly became, in his mind, not sales- 
men trying to get his money, but 
lighting experts whose advice iu plan- 
ning the proposed installation was of 
dollars-and-cents value to him. 


“IT am convincedj” concluded Mr. 
Milner, “that the man who reads with 
his eyes open will find many items 
like this which cay, be utilized to in- 
fluence prospective éustomers.”’ 





You can’r gauge the greatness of 
a man by the size of his mouth, any 
more than you can gauge the power of 
a man’s lungs by the diameter of the 
megaphone he uses, 
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Ceiling Light with No. 998 in Phanton 
Porch Light Mezzanine Ceiling 
Sleeping Porches Balcony 
Entresol Subway 


Pass & Seymour, Inc. 


P&S 998 & 999 
For Ceiling Lights 


Chain Pull Receptacles 


With Porcelain Shell 
and Clamping Ring 


Practical Devices for use with Ceiling 
Lights, Ceiling Bands and in fact any 
Standard or special Unit, because they fit 
the Standard throat (114% inch diameter) 
of the common Ceiling Units, and in ad- 
dition—Individual Control is provided. 


The wiring Terminals are Enclosed in the 
Porcelain Shell and this permits these Re- 
ceptacles to be used where Weatherproof 
Devices have been required up to this 
time. 


Each Receptacle is furnished with an Extra 
Bell Mouth which may be placed at the outer 
edge of the Ceiling Unit so that the Chain and 
the Cord may fall free of the Glassware. The 
Bell Mouth acts as a guide and pulley for the 
Chain where it passes through the Shell on the 
Unit or Ceiling Band. 


A Suggestion for the Wireman: 


Where a WIDE CEILING BAND PERMITS 
the Chain to run horizontally from the Re- 
ceptacle—the Extra Bell Mouth is placed with 


the BELL OUTSIDE the Shell of the Ceiling 
Band. 


Where a NARROW CEILING BAND requires 
the Chain to run at an angle from the Recep- 
tacle—the Extra Bell Mouth is placed with the 
BELL INSIDE the Shell of the Ceiling Band. 


Where these Units are in use. 


Cellars Detention Wards 
Dormatories Public Institutions 
Hospitals Galleries 


Talk this over with your customers. 


Solvay, N. Y. 
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E_specialize 

in coils and 
windings for all 
kinds of electrical 
apparatus. ‘These 
coils are made with 
many turns of the 
finer sizes of mag- 
net wire, 20 to 44 
B. & S. gauge. 
Coils are layer 
wound with paper 
insulation between 
layers of wire and 
are entirely self 
contained and 
ready to assemble 
into the apparatus. 


All coils are 
made to specifica- 
tion—-and we 
guarantee to fol- 
low specifications. 


We have a large 
capacity for the 
productionof 
magnet wire and 
shall be glad to 
submit prices and 
delivery. 


The name 


DUDLO 


stands for highest 
grade magnet wire 
and coils. Used by 
large manufactur- 
ers everywhere. 


DUDLO MANUFACTURING CO. 


Fort Wayne, Ind. 











LETTERS TO A CUB SALESMAN-—II 
By S. A. CHANDLER 


EAR TED: 

In another week you'll be out 
facing the trade. I hope your talks 
with the salesmen around the office 
have convinced you that you will have 
to work to make good at selling; but 
working hard and persistently will not 
be enough; you'll have to learn the 
tricks of salesmanship and work con- 
sistently after a preconceived plan. 
If you were going to build a hen 
house, you’d go about it with a grain 
of intelligence and system. Chances 
are you'd get a mental picture of just 
what you wanted to build, then you'd 
buy your lumber, nails and tools to 
work with. You'll find that building 
a successful sales talk is much like 
building anything else successfully. 

In salesmanship, your tools are 
called talking points, and you must 
learn not only how to use them but 
when to use them. Just like con- 
structing your hen house, you'll have 
to know when to drop one tool and 
pick up another, and then when to 
drop the second tool in order to pick 
up the first. 

You'll find that all successful pre- 
liminary sales talks are pieced to- 
gether so as to do four things in the 
following order: To get attention, 
then arouse interest and sustain it un- 
til the prospect shows a desire for the 
article for sale, and finally to make 
him determine to buy. This is done 
by various methods. You remember I 
did it in selling atlases to farmers by 
relying entirely upon painting a pic- 
ture in the farmer’s imagination by 
taking him on an imaginary trip 
around the world, starting from his 
own farm and showing him the various 
electric routes, rail lines and steam- 
ship lines. I got his attention by giv- 
ing a preliminary talk about obtaining 
facts from the Survey which got him 
puzzling and sounded political, then 
I got his interest by showing him the 
signatures of his neighbors who had 
already bought, and after that, work- 
ing entirely without a sample, I un- 
wound my imaginary journey, playing 
on the possibilities of what Mr. Farm- 
er or anyone else for that matter 
would like to do, and wound up quick 
and short with the surprising state- 
ment that the price of the atlas when 
it came off the press would only be 
one-ninety. And I said that one- 
ninety, as one prospect once told me, 


just as if I were speaking of ten 
cents. 

But it makes no difference, Ted, 
whether in your proposition you are 
using samples or not. The thing to 
do is to learn what the salesmen now 
selling the proposition are using, and 
to learn one of their talks, word for 
word, expression for expression, so 
that you can give it to a hundred peo- 
ple and each and every instance you 
will give it in exactly the same way. 
But that isn’t saying that you must 
sing it, Ted; not by a long shot! To 
give a sales talk in a manner which 
suggests to your prospect that you 
have learned it by heart is to fail; 
you must learn to give it so that it 
sounds as if it comes to you only be- 
cause you are “chock” full of your 
proposition, only because you are 
thoroughly aroused to the goodness 
of your proposition, only because you 
believe in your own mind that it’s the 
very best proposition of its kind on 
the market for the money. If you can 
do that, Ted, you can convince the 
other fellow that you have just what 
he wants—and you'll sell! But you 
won't do that, Ted, until you first 
learn by rote some good sales talk, so 
that you'll have a ground work for 
the sales talk which perhaps you'll 
build up for yourself after you get out 
selling and watch your own work and 
the effect of certain points on the 
trade. Nearly every salesman makes 
some variation in the talk which he 
learns, for no two salesmen are alike 
in all points, but it is just as true that 
every good salesman, or nearly every 
good salesman, first learned some- 
body else’s talk—and learned it so 
that he could say it backwards, front- 
wards, sidewise, standing up or lying 
down. It all boils down to the point 
that, if you want to sell a thing, you 
must first learn what you are selling 
and HOW TO SELL IT. 

Just a few closing remarks, Ted. 
Start right. Determine to be a man 
and sell on the merits of your propo- 
sition, and on the merits and sales- 
manship alone. It’s an_ honorable 
calling, if a man follows the calling: 
and it has been proven time and again 
that honesty of purpose and effort 
pays the greater dividends as well as 
the better effect upon yourself. 

As ever, 
Ed. 
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How to Help Your Deal- 
ers Advertise 


Eighty-one per cent of the electric- 
al dealers in the United States do not 
use newspaper advertising. Turned 
backwards this means that less than 
1 in 5 uses this best available system 
of general publicity. 

The average jobber’s salesman will 
say that it is none of his business 
whether or not a dealer advertises, but 
as a matter of fact, it is his business 
because advertising means increased 
sales, faster turnover, better credit 
and greater aptitude in taking up new 
lines. The jobber’s salesman who has 
his customer’s confidence can do a 
great deal toward promoting his own 
and these customers’ business by ad- 
vocating newspaper advertising, and 
by helping the dealers to get it start- 
ed. 

The simplest and most effective way 
1 helping the dealers is to clip every 
wood electrical ad you see and pass it 
along to some non-advertiser. A great 
many of the trade do not advertise, 
less on account of the expense than 
because they do not know how to go 
about it and feel that their small prop- 
osition does not warrant the employ- 
ment of a competent advertising man. 

Anybody, however, can adapt an- 
other concern’s ad to his own indi- 
vidual needs, and dealers will seldom 
hesitate to do this if the suggested ad 
comes from another city. Naturally 
they do not care to steal their com- 
petitors’ ads—invariably they want 
“something different.” But if the 
jobber’s salesman clips ads from a 
newspaper of one town and gets a 
dealer to use it in another town down 
the line, he will be surprised to find 
how simple it is to inoculate the trade 
with advertising virus. 

Smart salesmen are learning also to 
utilize the ready-made ads and elec- 
trotypes offered by manufacturers. 
Sometimes these manufacturers’ ad- 
vertisements have the fault of belong 
ing too exclusively to the manufactur- 
er; in other words, they may not giv 
the dealer sufficient opportunity to ex 
press his own individuality. This is a 
perfectly natural fault and can readily 
be overcome by slight editing and the 
injection of local touches. 

The advertising knack will secure 
more and bigger orders for jobbers’ 
salesmen in the future—not only that, 
but it will build up mail orders be- 
tween calls as well as direct business. 








JOHN F SCOTT HERBERT € CAVE 
emesiDENt WESOENT O GENERAL MANAGER 


LUMINOUS SPECIALTY, GOMBANY: 


MANUFACTURERS OF 


» THE EYE SHIELD DIFFUSER anv LIGHTING SPECIALTIES 


236-2386 SOUTH MERIDIAN STREET 4 


CHARLES S&S WALKER 
St CRE TARY © TRE ASUer® 


2 


ee tis 
-_ INDIANAPOLIS 


BULLETIN NO. 1 


Putting It Across— 


“What can you tell the factory superintendent or mana- 
ger that will visualize for him the fact that light has a 
direct effect on the production in his plant?” 


W. E. Underwood asked that question in the Jobber’s 
Salesman last month. He answered it with an imaginary 
conversation between buyer and seller. 


He said: “Talk increased production as a result of bet- 
ter illumination.” That hits the nail on the head, 
doesn’t it? 


Most factory managers know something about light 
diffusion but hesitate to make a change until you show 
them improvement in the worker’s welfare, better work- 
manship—increased production. 


The man doesn’t live who can look you in the eye and 
a deny the advantages of the Eye Shield Dif- 
user. 


Follow the line of least resistance in your talks on 
commercial and industrial lighting. Get across the idea 
that the Eye Shield Diffuser is the most efficient, yet 
the lowest priced ligh: diffusing unit on the market and 
you'll land your man. 


Those two points cover all possible objections and 
meet all requirements for better illumination. That’s 
why thousands of Eye Shield Diffusers are sold to hun- 
dreds of the more expensive makes. 


Yours for co-operation, 
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Prompt Shipment 


of 


A general shortage 
of fans is still evident, 
but increasing produc- 
tion has enabled us 
to fill all orders 
for Northwinds without 
delay. 


We can still make 
immediate delivery of 
Northwinds of either 
Size, in case lots. 
Direct shipment orders 
filled promptly from St. 
Louis or New York stocks. 


Sell Northwinds! 
Ask for the new window- 
trim for every dealer 
who buys a case or more. 


THE EMERSON 
ELECTRIC MFG. CO. 


St. Louis - New York 














REAL 


The following is a reproduction of a 
sales letter sent out by T. L. Townsend, 
vice-president of the National Electrical 
Supply Co., Washington, D. C. He has 
kindly permitted us to pass it on to all 
salesmen, It’s great stuff, fellows. 


ee is no stronger than 
his selling ‘“Vocabulary’— 
meaning the range of talking points 
at his disposal, plus his ability to mar- 
shal them spontaneously during the 
interview and not the evening after. 
The average salesman uses less than 
25 per cent of his available talking 
points. The other 75 per cent he does 
not use, because he has made no effort 
tc fix them in his memory so that they 
will be on tap for instant use when 
needed. Many a sale has been de- 
layed, even lost, because the salesman 
did not have the right selling point at 
tongue’s end. After he gets back to 
the “Hotel” he knew just what he 
should have said—but the opportunity 
was gone, 

A salesman should plan the night 
before the work for the next day and 
then make it his business to carry out 
that plan. Plan the night before just 
how you are going to approach each 
man on your list. Plan what particu- 
lar argument you will use. You may 
want to revise your plans when you 
get on the ground but you will find 
that you can accomplish a great deal 
more with a mark to shoot at than if 
you don’t know what you are aiming 
at. 

A salesman should use his head as 
well as his feet. The more skillful 
you become in presenting your propo- 
sition, the more business you will 
secure for every working hour. Study 
yourself —- develop your points of 
strength—eliminate your weaknesses. 
Seek new ideas and incorporate them 
in your work. Never believe that you 
have done the biggest thing in your 
career—that’s ahead of you. Self 
improvement is the price a salesman 
pays for bigger returns. 

The skillful salesman carefully 
plans his talk so that the buyer never 
gets an opportunity to say “No.” He 
throws out a feeler here—a sugges- 
tion there—-and when he gets ready 
to close he knows what the answer 
will be. However the most carefully 
laid plans misearry and rare tact is 
required to sell the man once he has 
turned you down. To attempt to 


DOPE 


argue of course is dangerous, yet you 
cannot meekly accept defeat. The 
salesman is then “up against it” and 
must skillfully work himself into a 
position to re-open the interview with- 
out antagonizing the buyer. You 
should have several carefully worked 
out “Come backs” for the buyer who 
says he is “not interested.” A skill- 
ful salesman is able to close three out 
of ten orders which a less resourceful 
salesman would give up as lost. 


It will do no good to get a man’s 
attention unless you make the most of 
the advantage. Do not speak too 
quickly and hurry too much in pre- 
senting your proposition. Be deliber- 
ate. Tell your story in your way but 
talk in A. B. C.’s. 

Sell by the eye as well as by the 
ear. As a rule the salesman who 
makes the most money shows the 
buyer as well as tells him. Drive 
home the sales argument more forcibly 
by getting it to a man’s brain both 
through his eyes and through his ears. 
Show your samples—show advertising 
copy—put something tangible into a 
prospect’s hands, it not only heads off 
the objection on the tip of his tongue. 
but it rivets his attention. His 
thoughts are centered momentarily on 
that picture, that article. It is worth 
a thousand words. Go over your 
“pivot” selling argument and devise 
some method which will convey them 
to your buyer by eye as well as by 
ear. 

Sell quality, not price. Salesman- 
ship is simply making the buyer real- 
ize that he needs the thing you have 
to sell more than he needs the money 
it will cost. Buyers know (tho they 
don’t admit it), that quality remains 
long after the price is forgotten. 
They know that while they may make 
a few dollars by buying a cheaper 
article, that in the long run they will 
pay a greater price. The very fact 
that you can command a higher price 
than your competitor is in itself the 
best evidence of quality. 

Most salesmen are held back by 
ignorance of their strength, more than 
knowledge of their weakness. Think 
big—go after big business. It’s easier 
to “come down” than it is to “go up.” 
Many salesmen have failed thru lack 
of daring. The war has made every- 
one think in bigger terms. Five bil- 
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What Motors Does the 
Farm Need? 


The following table which has been 
prepared by the Westinghouse Elec- 
tric & Manufacturing Co., of East 
Pittsburgh, Pa., gives the sizes of 
motors required for various farm ma- 


chinery, 
Motor Horsepower Size 


Min- Max- Most 
Machine imum imum Used 
Feed grinders (small) 
Feed grinders (large)... 
Ensilage cutters 
Shredders and huskers 
Threshers, 19-in. cylinder....12 
Threshers, 32-in. cylinder....30 
Corn shellers, single hole.... 
Power  shellers 10 
Fanning mills ... 
Grain grinders .. 
Grain elevators .... 
Concrete mixers 
Groomers (vacuum system) 
Groomers (revolving)............ 1 
Hay hoists 
Root cutters . 
Cord wood saws.......... 
Wood splitters .. 
Hay balers 
Oat crushers .... 
Cider mills ............. 
Clover cutters 
Water DUMIDE <........-..-0<i.ccccocrses 
Cream separators .... 
BRRECES CHUTE 2250.22 0icaneseccees : 
Milking machines eee 
Bottle washers .... 
Vacuum system 
Refrigeration 
Grindstones 
Emery wheels 
Lathes 
Foree blowers 


bo Ol bo OI Ce 


bo corso 


Household Machines 

Sewing machines ....................1-40 
Buffers and grinders......... 1-40 
Portable vacuum cleaners.... %% 
Large ice cream freezers 
Washing machines 
Centrifugal dryers 
Mangles ? 
Meat grinders 
Sausage stuffers 
Water pumps b 

In connection with this table, one 
word of caution may be advisable. 
The average farm plant of 1I-kw. 
capacity cannot be expected to oper- 
ate a motor larger than a 1-h.p. and 
the jobber should be careful to see that 
the farmer has no misinformation on 
this point. The above table, however, 
is also useful where the farms are 
served by a high tension line from the 
local central station, and where this is 
the case larger motors can, of course, 
be used since the supply of current is 
not as limited as with the farm plant. 


Can Credit Men Sell? - 


Some of the credit men at the Chi- 
cago convention announced that their 
firms intended sending members of 
the credit department out on the road 
to work in conjunction with the sales- 
man. One announced, too, that he 
obtained a $4000 order 
salesman had failed. What 


recently 
where the 
do you know about that? 








Do you know Herbst? 
If not—why not? 


He can tell you more in 5 min- 
utes about tools than the or- 
dinary fellow, because of his 27 
years’ practical tool experience, 
designing and developing tools 
during this time. 


In addition he can 
furnish the right 
kind of tools at the 
right price and can 
give you the most 
prompt service. 


Tools for general 
construction work: 
Telephone, Tele- 
graph, Central Sta- 
tions, Railroads, etc. 
Give us an _ oppor- 
tunity to quote you 
on your require- 
ments. 


When Selling Wire 
Sell P. & G. Wire Skinners 


Wire is used for all pur- 
poses, This little hand tool 
:ecomplishes big jobs. 


One-Third Actual Size. 

THE P. & G. WIRE SKIN- 
NER is a tool designed to 
tccomplish difficult jobs, such 
is splitting duplex wires with 
one pull, removing the insula- 
tion from the wire and scrap- 
ing wire clean, ready for 
soldering. 

This tool can be used on 
insulated wires up to No. 4 
inclusive. It should be in the 
hands of every telephone and 
telegraph workman, power and 
central station, garage, manu- 
facturer of electrical devices, 
‘ontractors and dealers. Elec- 
trical supply and hardware job- 
bers should find a big outlet 
for it. 

You will receive immediate 
alls for this article, so get 
posted and boost a good too 
long. 

The established resale price 
on this tool is $1.25 each, net 
Dealers and jobbers are as- 
sured a legitimate margin of 
profit, 


Paul W. Herbst Tool Mfg. & 
Supply Co. 
Dept. 4 


180 N. Dearborn St. Chicago, Ill 
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Moran & Hastincs MANUFACTUR- 


ING Co., 16-18 West Washington 


street, Chicago, has just put into cir-' 


culation its No. 37 catalog illustrating 
the designs of 
“Raymo” The manufacturer 


various its new 
fixture. 
says that the “Raymo” is something 


new and different in the fixture line. 


Hartford, 
Conn., says. “These are days of stand- 
The 


the value of sugar, potatoes, clothing, 


Arrow ELectric Co., 


ardization. standardization of 
the American dollar, etc., is not men- 
tioned but in a circular and counter 
card which this company is circulating 
it calls attention to its metal covered 
receptacles and rosettes which, though 
different 


tvpes of shades, cords and chains to 


can be used with 


staple, 
make up an infinite variety of fixtures. 

GrorGe Baitey, formerly manager 
of the supply division of the Cincin- 
nati office of the Westinghouse Elec- 
tric & Manufacturing Co., has been 
appointed industrial assistant to man- 
ager, supply department of that com- 
pany at East Pittsburgh, Pa. During 
the Spanish-American war Mr. Bailey 
served on the U. S. Engineering Corps 
and later spent some time with the 
After being 
associated with the Dravo Engineer- 
ing Co. from 1904 until 1910 he went 
into business for himself as sales agent 


U. S. Ge ological Survey. 


and contracting engineer, at which 


occupation he remained until coming 


with the Westinghouse company in 
1913. During the World War, Mr. 


Bailey served as a major of engineers, 
U.S. army. 

T. J. 
sistant 
ment of the Westinghouse Electric & 


Pace, formerly industrial as- 
to manager, supply depart- 


Manufacturing Co., Fast Pittsburgh, 
Pa., has recently been appointed as- 
sistant manager of the supply depart- 
ment. Mr. Pace has been actively 
identified with the electrical industry 
along supply lines for about 20 years, 
and has devoted a portion of this time 
to commercial and engineering work 


on lighting applications. He is an 
active member of most of the engi- 
neering and trade organizations in the 


electrical industry. 


Lee P. Snoop, who for the past 
eight years has been connected with 
the Chicago office of the Electric Serv- 
ice Supplies Co., has been appointed 
sales manager of the Kansas City 
office of the Joslyn Mfg. & Supply 
Co., Chicago, Ili. Lee jumps from 
the frying-pan into the fire by leaving 
the office of purchasing agent to be- 
come a salesman. He is all pepped 
up for his new work and says that 
“The happiest man in the world is the 
guy who is up to his ears in the thing 
he wants to do.” 
all records selling poles and pole lin 


Lee wants to break 


hardware. 


Kiro INstruMeNT Co., Indianap- 
olis, Ind., is placing on the market a 
new renewable fuse which, the manu- 
facturer claims, is low-priced yet high- 
class. A number of claims are made 
for this product which, the manufac- 
turer states, cannot be found in other 


fuses. 


A. C. MAannweiter Co., whose 
plant was recently destroyed by fire. 
has recovered in splendid shape and 
is located in a new plant at 1415 Cal- 
houn street, Ft. Wayne, Ind. The 
company is turning out more minia- 
ture incandescent lambs and _ auto- 
mobile bulbs than ever in its history 
and hopes to soon be caught up in its 
orders. 
Wisconsin Exectric Co., Racine, 
Wisc., has just brought out an at- 
tractive three-color general catalog 
illustrating and describing its com- 
plete of “Dunmore” grinders. 
drills, fractional horse-power motors 
jobber’s sales- 
of the catalog 


first mail after 


line 
and appliances. Any 
man desiring a copy 
will receive one in the 
his request reaches the company’s of- 
fices at Racine. 





H. 
with the advertising department of 
the Hurley Machine Co., Chicago, Il. 
Mr. Eversole was formerly with Al- 
bert Pick & Co. and the B. F. Good- 
rich Co. 


B. Everso_e is now connected 


FreperaLt Exvectric Co., Lake and 
Desplaines streets, Chicago, IIL, ow- 
ing to increased business, has found it 
necessary to erect a new plant at 87th 
and State streets into which it recent- 
The new location will 
permit the creation of baseball and 


ly moved. 


tennis grounds for the many employes. 
The Federal Electric Co. was incor- 
porated in 1901 for the purpose of 
manufacturing and selling signs. In 
1905 the Federal Sign System (Elec- 
tric) was incorporated for the purpose 
of renting these signs and was made 
exclusive agent for the eastern terri- 
tory. In 1906 the manufacture of a 
vacuum cleaner was started 
1912 the first Federal washing ma- 


and in 


In the same 
year the controlling interest of the 
Chicago Miniature Lamp Works, 
manufacturers of small electric let- 
ters, was purchased. Eighteen years 
ago the company’s annual sales of 


chine was brought out. 


signs was $25,000; today it is one 
million. Twenty-five thousand vacuum 
cleaners are produced yearly and the 
sales of electric sirens, another prod- 
uct of the company, have increased 
from one to 25 a week. Among the 
products manufactured by the com- 
pany are signs, dish-washers, washing 
machines, fuses, sirens, vacuum clean- 
ers, electric lanterns, porcelain sockets 
and bushings. John F. Gilchrist is 
president of the company; James M. 
treasurer ; 


Gilchrist, and 


Herbert I. Markham, general man- 


secretary 


ager, and C. B. Graves, sales manager. 
Samuel Insull, president of the Com- 
Chicago, is 


monwealth Edison Co.. 


chairman of the board of directors. 


New Roaps To Streapy PRorits is a 
Sales Plan Book which gives a broad 
idea of what the Ilg Electric Ventilat- 


ing Co., Chicago, Ill.. is doing to 














THE soBBER’S AJ) SALESMAN 




























nacond. 
Ut ty 


To within an infinitesimal point, absolute purity is 
achieved and maintained in the B & M brand of 
Electrolytic copper from which is made, Anaconda 
Copper Wire. 

From ore brought out of Anaconda mines to wire 
lrawn in Anaconda Mills, every step is taken under 
\naconda methods. No laxity in process or inspec- 
tion can intervene to detract from the high stand 


ards. 
And so it comes, that electrical men the country 
ver, bank on Anaconda Bare Copper Wire. 
Strand 
ry 
lrolley 


Telephone 





‘Telegraph 


Hot Rolled Copper Rods 


which contains less than 1/100 of 1% metallic im 


purities. 


ANACONDA COPPER MINING COMEANY 


ROLLING MILLS DEPARTMENT 


General Offices “Trlls 
111 W. WASHINGTON ST., CHICAGO GREAT FALLS, MONTANA 
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Peerless 
Fans 





The fan season is al- 
most here. 


Are you sure that your 
dealers are fully stocked 


with PEERLESS fans? 


Why not go over your 
list now—see that they 
are prepared for the in- 
evitable rush? 


PEERLESS fans are 
remarkably smooth run- 
ning, therefore quiet and 
cool in  operation—be- 
cause they are real fans 
from the base up. The 
user appreciates these ad- 
vantages. You should see 
that your dealers know 
how to capitalize on them. 


We have available a 
supply of pamphlets 
ready for your dealer's 
imprint. Have him order 
his supply before it is too 
late. 


Remember we are 
ready to help you make 
this your biggest PEER- 
LESS fan season. 


PEERLESS 


ELECTRIC CoO. 


Warren, Ohio 











co-operate with jobbers and assist 
dealers. Nothing is left out, the com- 
pany says—the book is complete—a 
mine of selling ideas. In it are sam- 
ples of helpful sales literature such as 
letterheads for dealers; pamphiets il- 
lustrating and explaining kitchen, 
office and store, restaurant, factory 
and farm ventilation—each treated 
separately; samples of newspaper ads 
for jobbers and dealers, and talks on 
how to sell ventilating equipment and 
the possibilities therein. On the cover 
is prominently displayed the com- 
pany’s slogan “In Co-operation There 
Is Strength.” In a letter, which is 
attached to the broadside and ad- 
dressed to its recipients, is laid forth 
the company’s sales plan placing par- 
ticular emphasis on the advisability of 
procuring its free display stand. On 
the letterhead America is portrayed 
“opening the door to the call for bet- 
ter air conditions.” The broadside is 
interesting, appropriate to the season 
ard may be had by jobbers’ salesmen 
for the asking. 


Bryan-Marsu Division of the Na- 
tional Lamp Works of the General 
Electric Co. announces the removal 
of its Chicago offices to 623-33 South 
Wabash avenue. 


Devta-Star Evectrric Co., 2438-58 
Fulton street, Chicago, announces the 
issuance of Special Publication No. 
92, describing a few forms of its new 
Unit-Type high tension outdoor sub- 
stations. 


C-H Exrecrric SotpertNe IroNs 
is the title of a new four-page, 814x11, 
leaflet printed by the Cutler-Hammer 
Mfg. Co., of Milwaukee and New 
York, and known as Booklet H. This 
publication describes and_ illustrates 
C-H Soldering Irons and associated 
equipment, including the C-H auto- 
matic rack, C-H soldering fixture, and 
C-H current regulator for tempera- 
ture control. Emphasis is given to the 
advantage of electric soldering irons, 
namely, lessened fire risk, convenience 
and cleanliness. Mention is made of 
the hermetically sealed core of the 
C-H soldering iron, which is imper- 
vious to heated acid, solder or mois- 
ture; and the renewable copper tip 
screws over the heater core, which 
conducts the heat into the tip, con- 
centrating it where it is needed. One 
precaution with reference to the selec- 
tion and application of an electric 





soldering iron is made in the booklet. 
To make it easy to select the proper 
size of iron for the work involved, the 
kinds of work for each of the five 
different sizes of irons are listed in 
tabular form on page four. 


L. BraNDENBURGER of Salt Lake 
City, formerly located in the Walker 
Bank building, has taken over larger 
quarters at 59 West Broadway. Mr. 
Brandenburger was recently appointed 
sales representative for the Cutler- 
Hammer Company’s line of starting, 
speed regulating and controlling ap- 
paratus for use with electric motors; 
magnetic clutches, brakes, lifting 
magnets, magnetic separator pulleys, 
and similar products, in the territory 
extending throughout Utah, the west- 
ern section of Wyoming and three- 
quarters of the state of Idaho. 

Horace L. Fritrscute has been 
placed in charge of the Chicago office 
of the Square D Co. at 431 South 
Dearborn street, Chicago. Mr. 
Fritschle was formerly located in St. 
Louis. 


H. E. Osreruoim, who for the past 
eight years has been connected with 
the Ft. Wayne department of the 
Chicago office of the General Electric 
Co., on April 16 joined the sales 
organization of the Robbins & Myers 
Co. with headquarters in Chicago. 
In his new capacity Mr. Osterholm 
will act as salesman throughout Chi- 
cago and vicinity. 


J. F. Gatvin has resigned from 
the position of manager of the St. 
Louis office of the Robbins & Myers 
Co. to become president of the new 
H-G Manufacturing Co., 1215 Pine 
street, St. Louis, Mo., which will 
manufacture fractional 
motors. Mr. Galvin is succeeded by 


J. P. Lafferty. 


horse-power 


N. H. Boynton, general manager 
of the Buckeye Electric Division of 
the National Lamp Works, has been 
elected a director of the Cleveland 
Trust Company. The bank is the 
largest trust company in Ohio. Two 
years ago Mr. Boynton was manager 
of the publicity department, National 
Lamp Works. 


AN INSULATING MATERIAL made of 
native clays for use in the same man- 
ner as the better known white elec- 
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trical porcelain has been developed 
by the Evansdale Clay Products 
Company, Wheeling, W. Va. This 
product is said to have all the char- 
acteristics of the common electrical 
porcelain except that it is dark in- 
stead of white. 


A 6-LB. ELECTRIC IRON with a point 
at either end so that the operator 
can iron with both a forward and 
backward movement has been placed 
on the market by the Central Flat- 
iron Manufacturing Co., Johnson City, 
a 


Two NEW ELECTRIC RANGES known 
as Nos. 25 and 29 have been placed 
on the market by the Simplex Elec- 
tric Heating Co., Cambridge, Mass. 


AN EXPERIMENTAL  RADIO-TRANS- 
FORMER combining a six-turn 814-in. 
coil and 15-turn 7-in. coil, mounted so 
that the latter slides freely within the 
former has been developed by the In- 
ternational Radio Telegraph Co., 326 
Broadway, New York City. 


AN ENTRANCE SWITCH for the resi- 
dence of safety, knife-type and known 
as WG-53 has been announced by the 
Westinghouse Electric & Manufac- 
turing Co., East Pittsburgh, Pa. 


A FARM-LIGHTING PLANT whose 
principal features are a_ built-in 
switchboard and a water-cooling sys- 
tem with a cast-iron hopper is being 
manufactured by the Drury Engineer- 
ing Co., Evansville, Ind. 


A SMALL ELECTRIC MILKING MA- 
CHINE, for dairies with eight to 20 
cows, and mounted on wheels so as to 
be portable, has been developed by the 
Sharples Milker Co., West Chester, 
Pa. 


\ SIGNAL DEVICE, consisting of a 
red light to be placed on the dash- 
board of the automobile for the pur- 
pose of indicating when the gasoline 
supply is down to a certain level, has 
been placed on the market by the 
Dunn Motor Device Co.. 528 Massa- 
chusetts avenue, Indianapolis, Ind. 


GENERATING sETs, driven by four- 
cylinder, four-cycle gasoline engines 
of the automobile type equipped with 
standard magnetos, carburetors, water 
pumps, tubular type radiators and 
fnns, are being manufactured by the 















The “VERDELITE” 
Line is the Alpha and 


Omega of portables 
with green glass hoods. 


°WITH THE 
‘ED SHADE 


oe. 


The latest improvement in Faries’ 
“VERDELITE” shade is the slotted back 
permitting the easy removal of the shade 
by simply lifting it out of position. This 
eliminates the possibility of breakage and 
renders “VERDELITE” portables the 


livest sellers on the market. 


Weare the originators of portables with 


green glass hoods. 


“It will pay you to investigate” 


vew- VERDELITE - 11% 


PATENTED 


ARIES 


Lid 







FARIES MANUFACTURING COMPANY 


DECATUR, ILL. 
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EMF 
Electrical 


Year Book 


A Combined Electrical 
Encyclopedia, Trade 


Directory and Dictionary 








Embracing in a Single Volume 


(1) An encyclopedia dealing 
with the history of electricity and 
the vital statistics of the industry. 


(2) A complete trade directory 
giving a full list of all manufac- 
tured products, trade names, list of 
manufacturers and much other 
trade information. 


(3) A modern dictionary of all 
electrical terms, with special refer- 
ence to practical electrical engi- 
neering and construction. 


The E MF Electrical Year Book is being 


edited by a corps of experts who have a 
keen appreciation of the needs of the 
public as well as the industry for authen- 
tic statistics and information in easily 
available form. The matter will be ar- 
ranged alphabetically and in a manner 
that will make it an invaluable guide to 
manufacturers, distributors and users of 
electricity and electrical equipment. 


Now in Preparation 


Electrical Trade Publishing Co. 


1018 S. Wabash Ave., CHICAGO 








Allis-Chalmers Manufacturing (o., 
Milwaukee, Wis. They are made in 
two sizes, 5 kw. and 15 kw. and are 
designed, not only for farmers, but 
for contractors, warehouses, traveling 
shows, private yachts, summer hotels, 
cross-road stores and for the lighting 
of dredges, quarries, ete. 


GENERAL Execrric Co., has 
launched an Americanization cam- 
paign which is being watched by in- 
dustrial managers. A canvass of 
workers at Schenectady disclosed 
1000 Italians, 600 Poles and 500 of 
other nationalities, all alien. Three 
hundred and fifty-seven read and write 
Italian but have no similar knowledge 
of English. Of the Poles, 179 can 
not read nor write Polish and have 
no knowledge of English. Two hun- 
dred and thirty-four are wholly un- 
familiar with English although they 
are more or less proficient in their 
own tongue. At first the attendance 
at the night schools which were in- 
augurated was low because of their 
fear of ridicule at slow progress. 
Gradually, however, their fear is being 
dispelled and attendance becoming 
greater. During the first week of 
school only 57 attended, but 73 more 
joined the second week bringing the 
attendance to 130. One man was 60 
years of age but the average was 371, 
years. The company is doing adver 
tising among the foreigners showing 
the advantages of learning English 
and becoming Americans. 


Frederick Rall, manufacturer's 
agent of electrical supplies, 19 Park 
place and 16 Murray street, New 
York City, will move about May 1 to 
38 Murray street. At the new loca- 
tion he will have double the floor 
space provided at the present quarters 
and will carry a complete stock of the 
products manufactured by the O. C. 
White Co. of Worcester, Mass.: the 
Trumbull-Vanderpoel Electric Manu- 
facturing Co., Bantam, Conn., and the 
Jewell Electrical Instrument Co.. 
Chicago, Ill. With the increased 
space Mr. Rall is negotiating for addi- 


tional accounts. 


THe “Exvextro” electric cord coil- 
er is a piece of spring wire so fabri- 
cated that it will hold the electric iron 
or telephone cord out of the way of 
the user and is being marketed by 
D. C. Hughes & Co., Chicago, Il. 





PAGE 





AVA 





- 
AILABLE 





THE JopBer’s fA) SaLesman 











These are staple 
articles which can 
undoubtedly be 
stocked to advan- 
tage. 


We have a large sup- 


ply of Electricians’ 


Knives, Scissors and 
Tweezers on hand and 
can make immediate 


Descriptions 


shipment and offer -— 


Quotations 


attractive trade dis- °” “eauest 


counts. 


Mathias Klein & Sons 


Tool Manufacturers 
Offices and Factory, 3200 Belmont Ave., 


CHICAGO, ILL. 
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Get Behind the 
Metal Molding Line 


Every one of your Contractor-Dealer 
customers can profitably employ Na- 
tional Metal Molding in his work. 


The 333 and 222 Metal Molding sys- 
tems—each with a complete line of 
fittings—provide a means of profit- 
ably and neatly handling surface wir- 
ing work of every kind. 



















Many Contractor-Dealers are using 
Metal Molding for putting in “‘Con- 
venience Outlets,’ thereby greatly 
increasing their appliance sales. 









We are always glad to help you help 
your customers-—by supplying them 
with information and advertising on 
Metal Molding and all the other 
NATIONAL PRODUCTS. 


National Metal Molding @ 


General Offices: 


Fulton Bldg. _‘— Pittsburgh, Pa. 











No. 333 Molding 
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No. 222 Molding 













































Your Present Customers Are Good Prospects for 


Dumore High Speed Grinders 


Industrial plants everywhere are good prospects for Dumore 
Grinders. The unusual adaptability of these useful tools 


makes them a necessity in shops, large and small. 


You can greatly increase your sales without materially in- 
creasing your work by selling Dumore Grinders to your pres- 
ent customers. Some Jobbers’ Salesmen depend on their Du- 


more Grinder sales alone to cover their expenses. 


Whether or not your house carries Dumore Grinders we 
shall be glad to explain the sales features of Dumore Products 
to you and to assist you in every way to get the long profits 
possible in this line. Personal attention will be gladly given 


to individual selling problems. Write 


WISCONSIN ELECTRIC COMPANY 
8323 Sixteenth Street © RACINE, WISCONSIN 


DUMORE‘ GRINDERS 








Du- 


more No. 1 Grinder in use in the 


The illustrations show the 






Wood Turret Machine Company of 





Brazil, Indiana. 






Other shops, large and small, in 





all parts of the globe, find many 






ways to use the Dumore. 













DUMORE 


No. 1 
GRINDER 











New York Boston 


Thomas G. Lane, Treasurer and WilliamG. Martin, President of The Electric Supply and Equipment Company 


Both Are of One Mind When It Comes Time 


To Sign the Fan Contract 


Mr. Martin and Mr. Lane of The Electric 
Supply and Equipment Company, Charlotte, 
XN. C., jobbers of electrical supplies, are 
both firm believers in the policy of build- 
ing their business strictly on a quality 
basis. ‘hey have found that the dealer who 
buys on the basis of quality makes the best 
customer for he is the dealer who will make 
a permanent success and upon whom they 
can count for a steady, growing demand. 


In the R. & M. Fan they have found the 
quality which measures up to their business 
standard, and each season since they start- 
ed to carry the R. & M. line, they have stuck 
to the R. & M. Fan as the right fan for the 
high-class trade thev serve 


A\s Mr. Lane puts it: 


“Our experience with Robbins ¢ Myers ans e.x- 
tends over a pertod of five years, 

“We have not only found the operation of these 
funs most satisfactory, but we have also found the 
service given by the manufacturer cverything one 
could ask for. When we supply the R. & M. Fan 
to our dealer customers, we feel that we are sup- 
plying them a fan and a service which will insure 
them a profitable fan business.” 

Because of this quality and service back 
of the R. & M. Fan, the salesman repre- 
senting the jobber who specializes in the 
R. & M, line, finds it easy to do an increas- 
ing volume of business in fans year after 
year. 


THE ROBBINS & MYERS COMPANY 


SPRINGFIELD, OHIO 


Philadelphia Buffalo 


Chicago 


Cincinnati St. Louis 


Cleveland 


Robbins & Myers Fans 





San Francisco 





4? 


